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De las Does It 


Maybe this is a dinky little statis- 
tic. But when we heard that Dallas 
is frst among all cities in per capita 
exp ess shipments we reacted: “Yep 
—t at’s Dallas all right—not freight, 
bu! express.” 


Dallas is a city of people in a 
hurry. Dallasites are true Texans, 
ali of whom are bustin’ their britches. 
Fortunately, Dallas hustlers don’t in- 
dulge in sheer haste at the expense 
of pleasant social amenities. They 
get things done with speed and dis- 
patch, but they’re as friendly a tribe 
of humans as you will ever meet. 
Wonderful people, wondrous workers. 
Glorious future and a grand present. 
It's good just to be alive in that 
alert City of Doers. 


Young man’s town is _ Dallas. 
Youthful spirit, youthful aspect, 
youthful daring. Even the octoge- 
narians are spry and sassy in this 
Texas city. Fact is, the community 
itself is pretty young. Vital statistics: 
Born in 1841, sired by log-cabin- 
builder John Neely Bryan, who was a 
covered-wagon pioneer from Tennes- 
see. (Bryan’s progeny called their 
Texas settlement Peter’s Colony, 
after Bryan’s eldest son.) God- 
fathered in 1845 by George Mifflin 
Dallas, who was Vice President of 
the United States during Polk’s 
administration. Dallas was incorpo- 
rated in 1856 and became a full- 
fledged city in 1871. 


Population (last count): 522,000, 
including Highland Park and Univer- 
sity Park, which Dallas surrounds. 


In little more than a century this 
pioneer settlement of ’dobe hutches 
and good old standard log cabins has 
grown vigorously and expanded in- 
satiably. It’s now a _ fast-moving, 
highly modern city with fine hotels, 
big factories, attractive stores, grand 
homes, and all the finer appurte- 
nances of American commercial 
civilization. 


Dozens of its buildings can be 
termed skyscrapers. The Mercantile 
National Bank towers 30 stories into 
the upper ozone, and higher archi- 
tectural cloud-piercers are in process. 
Hundreds of its factories are the 
last word in modernity. Thousands 
of its homes are mansions. And 
all its people are alert, interesting, 
stylish, and streamlined. 


Modern as it is, Dallas doesn’t neg- 
lect its past. Old John Neely Bryan’s 
cabin, for instance, is exhibited on 
the Court House lawn. It was moved 
there quite awhile ago, after an 
interim period at the Buckner Or- 
Phan’s Home. That historic cabin 
wasn’t all these hustling Dallasites 
have transplanted. They actually 
moved a river—the very river along- 
side which Old John Bryan once 
camped! This river, the Trinity, has 
been John Bryaned several hundred 
yards to a new location. The Trinity 
river has been straightened, too, and 
confined sedately between sturdy 
levees. It took 25 million bucks to 
Swing this job, but Dallas men think 
it was forth it. Not only did this 
major operation blockade possible 
floods, but it reclaimed some 10,000 
acres of good land located right in 
the center of town. 


Nor do Dallas Dynamics consider 
ths job ended. They’d like to make 
ths perambulating river navigable 
char to the Gulf of Mexico. ‘Twill 
co.t many more millions to make 


De las and Ft. Worth “seaports,” but 


do: 't bet they won't do it. 


“he section reclaimed from the 
Triiity river is called the “New In- 
dus rial Area,” and it’s attracting 
“lig 1t” industries, which Dallas wants 
a8 i hedge. Air conditioning is a 
mu.f in these factories. Efficiency 
dro; s in the six or seven months of 
hot weather unless a plant is air 
con itioned. 


(Cc ncluded on Page 8, Column 1) 
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Utah Dealer’s Suit 
Against Suppliers - 
Is Denied by Court 


SALT LAKE CITY—A local appli- 
ance dealer who, a year ago, dramat- 
ically put a coffin in his display 
window and played mournful music 
to tell the public that a group of 
dealers and wholesalers were con- 
spiring to kill his business, came out 
second best in court recently. 

A jury found “no cause of action” 
after hearing his suit charging local 
dealers and wholesalers with con- 
spiracy to fix prices and force him 
out of business by drying up his 
sources of supply. 

The dealer, Uptown Appliance & 
Radio Co., Inc., had sought an injunc- 
tion against the defendants and 
$500,000 in treble damages. 

At the time that Uptown filed the 
suit last March, Drew Pearson wrote 
in his column that the FBI was 
investigating his charges and would 
report to the anti-trust division of 
the Department of Justice. 

Defendants in the case were the 
Darling Appliance department, War- 
ren Radio Co., Flint Distributing Co., 
Leland B. Flint, Reed Bigelow, Paris 
Co., Robert Nevins, Salt Lake Hard- 
ware Co., Graybar Electric Co., E. 
M. Royle Co., Inc., and Zion’s Co- 
operative Mercantile Institution. 

Judge Joseph G. Jeppson of the 
U. S. District Court here directed the 
jury to find no cause of action 
against Darling and Warren. 


Carrier Room Cooler, 
Freezer Prices Set 


SYRACUSE, N. Y.—Retail prices 
of its 1950 room air conditioner and 
home freezer lines have been an- 
nounced by Carrier Corp. They are: 

Window sill air conditioners—'% 
hp., $229.50; % hp., $369.50; 1 hp., 


$459.50. Console models—% _hp., 
$539.50; 1 hp., $589.50; 1% hp., 
$799.50. 


Chest-type home freezers—9.2 cu. 
ft., $279.50; 12.5 cu. ft., $359.50. Up- 
right models—15 cu. ft., $499.50; 30 
cu. ft., $699.50. 


Refrigerator, Range 
Sales Climb In N.Y. 


NEW YORK CITY—January major 
appliance sales in the New York 
City area, with the exception of 
laundry equipment, were about 15% 
ahead of last year, spokesmen for 
department, home furnishings, and 
specialty appliance stores have re- 
ported, according to the New York 
Times. 

Store officials are reported to be 
saying that refrigerator sales are up 
from 10 to 20% and range sales are 
about 10% ahead of 1949. 

Some retailers and manufacturers 
look for a shortage of refrigerators 
to develop in June and continue to 
about the middle of August, the 
Times article stated. It was said 
that the current coal _ situation 
is slowing deliveries of steel and steel 
components to factories and prevent- 
ing them from reaching capacity 
production. 

Also, if business continues in this 
month to be better than last year, 
then even conservative buyers will 
be forced to step up their orders to 
distributors and producers, it was 
pointed out. 

The fact that laundry equipment 
sales are not exceeding those of 
January, 1949, is said to concern some 
retailers for they considered that 
month a poor one. 


Shift in Policies 
On Distribution 
Seen at Airtemp 


CLEVELAND — Announcement of 
the liquidation of Temperature Equip- 
ment Co. of Cleveland, which had 
operated as a distributor in the 
Cleveland area for Chrysler Airtemp 
products, has focused attention on 
what is apparently a partial shift in 
distribution policy by Chrysler Air- 
temp. 

The Cleveland firm operated as a 
“Four-Star-Dealer” of Airtemp. 
Under this program  Four-Star- 
Dealers operated as distributors for 
Airtemp air conditioning and heating 
equipment with a discount schedule 
set up on a distributor-dealer basis. 

It is said that the pressure of com- 
petition in the heating field particu- 
larly has lead to a policy, in some 
territories, of franchising dealers di- 
rect.. However, in some areas the 
Four-Star-Dealer program is still in 
operation. 

In announcing that Temperature 
Equipment Co. was going out of 
business, Carl W. Millsom, who had 
been general manager of the com- 
pany, stated: 

“I wish to announce the liquidation 
of the Temperature Equipment Corp. 
at Cleveland. This successful and pro- 
fitable Chrysler Airtemp heating and 
air conditioning distributorship is 
being closed due to a change in the 
Chrysler Airtemp program, wherein 
local dealers are being sold direct 
instead of by distribufors.” 


26 Industry Firms T 0 
Exhibit at Builder Show 


CHICAGO — Twenty-six , manufac- 
turers connected with the ‘appliance 
and refrigeration industry will ex- 
hibit in the National Association of 
Home Builders exposition here from 


(Concluded on Page 4, Column 3) 


First REMA-RSES 


Conclave Opens In 
St. Louis May 25 


WASHINGTON, D. C.—The first 
Rema-RSES Educational Exhibit and 
Conference of 1950 will be held at 
gre new Hotel Jefferson in St. Louis, 

ay 25-26-27-28. 

To be known as the 1950 Midwest 
Refrigeration and Air Conditioning 
Educational Exhibit and Conference, 
it wlll be the first in a series of four 
such sectional conferences. The con- 
ferences will be jointly sponsored by 
the Refrigeration Equipment Manu- 
facturers Association and the Refrig- 
eration Service Engineers Society. 

Space will be offered to all exhibi- 
tors of the 6th All-Industry Refrig- 
eration and Air Conditioning Exposi- 
tion who desire to participate. It is 
expected that 100 firms will furnish 
educational displays. 

The second in the series of four 
will be held at Long Beach, Calif., 


(Concluded on Page 4, Column 5) 


York Corp. Expanding 
Distribution Setup 


NEW YORK CITY—A “sharply 
expanded volume of business” is ex- 
pected in the air conditioning field 
this year, and York Corp. is setting 
its sights on, this expanded volume 


. with a 40% expansion of its dealer 
*. organization, 
‘John R. Hertzler, vice president in 
“charge of sales, at the regional sales 


it was disclosed by 


meeting held here last week. 

. Record orders have been booked 
for the packaged air conditioning 
equipment which York makes, it was 


Stated. Hertzler said that the six 


newly designed room coolers intro- 
duced by the company have been 
priced at 10 to 18%% below last 
year’s prices on comparable models. 
For the first time, he declared a room 
conditioner with hermetically sealed 
unit will be sold for less than $300. 


With this issue AIR CONDITIONING 
& REFRIGERATION NEWS inaugurates 
a new kind of an editorial feature— 
sending its editors to one metropoli- 
tan area with instructions to find out 
“how are appliance, commercial re- 
frigeration, and air conditioning 
dealers, distributors, and contractors 
conducting their businesses.” 

The Dallas, Texas area is the first 
to be covered under this new pro- 
gram, and throughout this_ issue, 
under the heading “The Dallas 
Story,” readers will find reports on 
methods of doing business, market 
trends, field problems, and many 
other phases of the business. The 
information can be useful to dealers, 
distributors, and manufacturers in 
guiding the conduct of their own 
operations. 

The Dallas Story has many un- 
usual aspects. The biggest volume of 
business in the household refrigerator 
field is being done, not by discount 
houses or other profit-cutting types 
of operations, but by dealers using 
old-fashioned specialty selling meth- 
ods. The most successful department 
store merchandising job is being done 
by a store that handles one line 
exclusively. 

In air conditioning, Dallas puts out 
a strong claim to being “the most 
air conditioned city in the U. S.” 
On a per capita basis it probably is. 
Figures compiled by the electric 
utility show that Dallas has a greater 
connected load of refrigerated air 


The Dallas Story 


conditioning than Chicago, which is 
several times as large in terms of 
population. When Dallas air condi- 
tioning contractors ure asked “what 
kind of places are developing as new 
markets for air conditioning” they 
sort of stare at you and then say 
“why—everyplace” and it’s a state- 


ment of fact. Every new commercial 


establishment, and nearly every new 
residence being built has taken air 
conditioning into consideration in its 
construction—either for present or 
future installation. 

There is a movement towards inte- 
gration of industry interests in Dallas 
and in Texas that is heartening. A 
statewide association, The Texas Ap- 
pliance & Air Conditioning Associa- 
tion, embraces all facets of the 
industry—appliance dealers, air con- 
ditioning dealers, distributors, com- 
mercial refrigeration contractors, 
parts and supplies wholesalers—it is 
set up so that any firm that has an 
interest in selling, installing, and 
servicing appliances or air condition- 
ing equipment may participate in the 
association's activities. 

The association, then can make a 
strong case for being representative 
when it speaks out for the industry 
on legislative and municipal measures 
which may affect the industry. 

The editors believe that readers, 
in reading about “how they do it in 
Dallas” and in other cities, can pick 
up a great deal of information that 
can be useful. 


| Continuing Coal 


Refrigeration, Appliance 


Production Could Feel 
Effects of Mill Cutbacks 


DETROIT-——A continuance of the 
coal strike constitutes a threat to 
production of refrigeration, air con- 
ditioning, and appliance products, it 
became evident this week. 

Dwindling coal stockpiles have al- 
ready caused some reductions of pro- 
duction in the steel industry, and 
threaten much greater ones within a 
very short time, if the coal strike 
continues. Most steel plants have 
been operating at capacity, catching 
up with backlogs carried over from 
the steel strike period last year. 

The Wheeling Steel Corp. said that 
it would start putting a 50% reduc- 
tion in steel making operations into 
effect at the end of the week. 
Youngstown Sheet & Tube made new 
reductions in its iron and steel out- 
put, and is operating only three of 
seven furnaces at its Campbell 
Works, one of the largest units in 
the Youngstown district. 

The coal strike “will bring a very 
serious cutback” in Bethlehem Steel 
Corp.’s production “if coal does not 
start rolling in two weeks,” Eugene 
G. Grace, Bethlehem chairman, told 
the press. Other steel companies have 
expressed the opinion that’ they 
would have to bank furnaces early 
next week if the mines stayed closed. 


Thor Plans To Drop 
13,000 Dealers 


CHICAGO-—-Some 13,000 of Thor 
Corp.’s 20,000 home laundry equip- 
ment dealers will lose their fran- 
chises during 1950. 

John R. Hurley, company president, 
announced recently that he has noti- 
fied Thor distributors to streamline 
their dealer lists immediately and to 
retain only the 7,000 “best” dealers. 

“We're through with the mass dis- 
tribution method of selling,’’ Hurley 
stated. “It is proving to be definitely 
unsound and detrimental to the en- 
tire major appliance and radio dis- 
tributing picture.” 

To keep his Thor franchise, accord- 
ing to Hurley, a dealer is going to be 
required to carry the full line and 
display it equally or better than com- 
peting equipment. He must identify 
his store with an outside sign or a 
window sign and decal and identify 
the Thor “spinner washer’ display. 

He will be expected to maintain a 
live display the Thor way, participate 
in promotions, provide proper demon- 
strations, and follow through on sales 
and service policies laid down by the 
company. 

He must also use Thor’s thrice 
yearly sales training plan and develop 


(Concluded on Page 4, Column tL) 


Year’s Nashville Volume 
Shows Big Gain over 48 


NASHVILLE, Tenn.—Sales of four 
major appliances—refrigerators, 
freezers, ranges, and water heaters— 
for the year 1949 were up 11% over 
1948 in the city of Nashville, the 
Nashville Electric Service reported 
recently. 

Dollar volume on these units ap- 
proximated $5,000,000 for the year, 
the utility declared. 

A total of 21,545 units was sold, 
of which 16,556 were moved by 93 
appliance dealers. The remainder 
were sold by contractors, housing 
projects, plumbers, and other miscel- 
laneous sources. 

Of the total, 10,054 units were 
refrigerators, 6,160 ranges, 5,007 
water heaters, and 324 freezers. The 
non-dealer group sold 4,989 of these, 
of which 3,537 were water heaters. 
This group moved 567 ranges, 829 
refrigerators, and 56 freezers. 

Of the 93 dealers, the top 10 sold 
41% of the dealer unit total. The 
bottom 35 sold an average of one 
appliance per week or less. 

The leading dealer moved 942 units 
divided as follows: 402 refrigerators, 


(Concluded on Page 4, Column 4) 
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Detroit Utility To Resume 
Electric Range Promotion 


DETROIT — Plans to merchandise 
electric ranges through its 75 outlets 
.in Detroit and out-state areas have 
been announced by the Detroit Edison 
Co. here. 

Fred A. Compton, general sales 
manager, cited gas competition and 
falling electric range sales as rea- 
sons for the utility’s decision to re- 
enter the merchandising picture. 

He stated, “We will develop our 
program on the electric living idea 
in an enthusiastic way which will 
be beneficial to retail dealers rather 
than detracting from their sales.” 

He noted that range sales often 
lead to purchases of more appliances. 

It was recalled that two years ago, 
Compton had told local dealers that 
the utility would stay out of the 
electric range merchandising picture 
“only so long as dealers show their 
willingness and ability to actively 
sell electric ranges.” 


53-Year-Old Supermarket Goes 
‘All-Out’ for Refrigeration 


BUFFALO—All-out use of refrig- 
eration is stressed in the newly-re- 
modeled A & P Supermarket at 29 E. 
Chippewa St. here. 

This market is one of the oldest in 
the east, having originally been es- 
tablished in 1897. 

Today, it features a refrigerated 
self-service meat department, refrig- 
erated produce department, self-serv- 
ice refrigerated dairy department, 
and a self-service frozen food section. 


Roos Assmes.Mow Post 
At Gibson Refrigerator 


GREENVILLE, Mich.—J. L. John- 
son, Gibson general sales manager, 
has announced the appointment of 
G. L. Rees as 
manager of Gibson 
sales. 

Rees’ responsi- 
bility will be to 
gear factory sales 
programs to sales 
activity by Gib- 
son’s 16 divisional 
sales managers in 
the field. 

Gregory V. 
Drumm, manager 
of advertising and 
sales promotion, will continue in that 
capacity and J. B. Croskery will con- 
tinue as market development man- 
ager. 

The electrical appliance experience 
of Rees, who joined Gibson early in 
1948 as manager of Gibson range 
sales, includes refrigerator and water 
heater merchandising and electric 
range product development for two 
leading manufacturers. 

He has a wide distributor, utility, 
and key account acquaintance. He 
was previously chairman of the elec- 
tric water heater section of Nema 
and is currently vice chairman of 
Nema’s electric range section and a 
member of the sales committee. 


Wunder Takes G-E Line 


BUFFALO—A. Wunder Furniture, 
804 Jefferson Ave., has been awarded 
a franchise to handle the entire Gen- 
eral Electric line of appliances. 


G. L. Rees 


Two of Revco’s New ‘Chill Chest’ Models 


Model FF230 (23 cu. ft.) 


Model FF81 (8 cu. ft.) 


* * * 


Revco Bows In 3 Freezers 
With More Storage In Same 
Space, Lower Cu.Ft. Cost 


DEERFIELD, Mich.—A new line 
of Revco Chill Chest home and farm 
freezers that offers more storage | 
space in the same outside dimensions 
as previous models and a lower cost 
per cu. ft. was introduced to Chill 
Chest distributors at a special sales 
conference held in the Revco fagtory 
here recently. 

The meeting, attended by distribu- 
tors from Michigan, Indiana, and 
Ohio, was the first of its type in the 
company’s history, according to G. F. 
Forsthroefel, president of Revco, Inc. 
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A series of similar meetings is cur- 
rently being staged throughout the 
country to introduce the three-model 
line, he added. 

The 1950 Revco line consists of an 
8-cu. ft., a 15-cu. ft., and a 23-cu. ft. 
freezer. The 15-cu. ft. replaces last 
year’s 12-cu. ft. model and the 23- 
cu. ft. unit succeeds the 19-cu. ft. 
unit, which had been introduced only 
last November. Despite the increased 
storage space, the outer dimensions 
of these two models remain the same, 
according to J. H. Overmyer, general 
sales manager. 

The 8-cu. ft. unit, model FF81, will 
retail at $269.50; the 15-cu. ft., 
model FF150, at $379.50; and the 
23-cu. ft., model FF230, at $499.50. 

Important features on all models, 
stressed to the distributors by Ken- 
neth Schultz, assistant sales man- 
ager, were: 

1. The Kwik-Kold aluminum inner 
liner that is said to assure faster 
freezing and will not chip or rust. 
Aluminum tubing is brazed to the ex- 
terior surface of the liner. 

2. A frost-free seal zone that cuts 
down heat transfer from the outside 
to the inside of the box and thus 
resists formation of ice and retards 
build-up of frost around the top edge 
of the compartment opening. The 
seal zone is formed by a blue plastic 
molding that trims the top edge of 
the storage compartment and acts 
as a lid seal. 

3. A feather-touch lid action that 
permits the lid to stay open without 
support. The lid is counter-balanced 
so that it can be raised or lowered 
easily with one finger. A light in 
the inside center of the lid sheds its 
rays into the food storage compart- 
ment when the lid is raised. 

4. Specially designed, light weight, 
wire baskets that are equipped with 
plastic wrapped’ handles. The two 
handles are offset near opposite 
corners of the basket to give 
balanced, easy lifting no matter how 
the food weight is distributed in the 
basket. The plastic wrapping keeps 
the user’s hands from coming into 
contact with the cold metal. 

Another feature pointed up by 
Schultz is the use of Tecumseh in- 
ternally mounted compressors. in 
hermetically sealed units. The in- 
ternal mounting, he noted, permits 
the vibrations of the operating com- 
pressor to be absorbed within the 
compressor housing shell and not be 
transmitted to the cabinet. It also 
seals in the operating noises. 


FINER INSULATION BOOSTS 
CAPACITY OF FREEZER 


Schultz declared that the increased 
capacity in the same space was 
gained through the use of a new 
Fiberglas insulation that employs a 
finer fiber. With more fibers per sq. 
in, a 3%-in. batt now provides 
greater efficiency than the former 
5-in. batt, he said. This has been 
proven, he stated, through extensive 
tests and a year of field testing in 
the company’s 8-cu. ft. model. 

All models have 3%-in. non-settling 
batts in the walls and 3%-in. batts 
and rigid fiber supports in the bottom. 

All units have an adjustable tem- 
perature control that will enable the 
chest to hold any temperature from 
0° F. down to -20° F. Tests using 
thermocouple thermometers have 
proven that the box will hold -17° 
in a 110° F. room with only a 2° 
temperature differential from top to 
bottom of the storage compartment, 
Schultz said. 

Working with the temperature con- 
trol, each model is equipped with an 
automatic temperature signal that 
warns of any rise in temperature 
from that called for by the control. 

The signal, which gives warning 
through a bright red light, not only 
heralds danger, but also acts as an 
indicator to tell the owner who 


switches the temperature control to 
a colder setting when that tempera. 
ture has been reached, according to 
Schultz. 

The 8-cu. ft. model measures op 
the outside 41 in. in length, 27 in, 
in width (32%. in. inculding harq. 
ware), and 36 in. in height. ‘The 
storage compartment measures 32, 
in. in length, 20% in. in width, ang 
19219 in. in depth. 

The unit has a storage capac ty 
of 320 lbs. The interior is diviceg 
into three storage compartments by 
two removable wire dividers. T vo 
baskets occupy the top half of twc of 
the compartments. 

The temperature signal on t js 
model is located on the front of :he 
cabinet forming part of the desi -n, 

The freezer is powered by a 14- ip. 
condensing unit. “Freon-12” is he 
refrigerant. Net weight is about 35 
Ibs.; shipping weight about 275 bs. 

The model 150, with 15.2 cu. ft. 
(600 lbs.) of storage space, has he 
same width as the 8-cu. ft. u iit. 
Length is 59 in. and height 361, in. 

Inside dimensions for the miin 
storage section are 341% in. in leng:h, 
20% in. in width, and 29%. in. in 
depth. For the fast freeze section, 
they are 18 in. in length, 20% in. in 
width, and 15%. in. in depth. Cap:.c- 
ities of the two sections are 11.9 cu, 
ft. and 3.3 cu. ft. respectively. 

A solid divider separates the two 
sections. The storage section is 
divided into three compartments by 
two wire dividers and has three wire 
baskets. The %-hp. condensing unit, 
using ‘“Freon-22” refrigerant, is 
located beneath the fast freezing sec- 
tion. Behind the grille in the front of 
the cabinet at this spot is located 
the temperature signal. 

Net weight of this model is about 
310 lbs.; shipping weight 380 lbs. 

The model 230 has a capacity of 
23.1 cu. ft. or 920 lbs. Outer height 
and width are the same as the model 
150. The length is 82% in. 

Interior dimensions of the fast 
freezer compartment and _ width 
and depth of the storage compart- 
ment are also the same as on the 
model 150. Length, however, is 5714 
in. Capacity of the storage compart- 
ment is 19.8 cu. ft. 

The storage compartment is divided 
into five sections by four wire 
dividers Four wire baskets are pro- 
vided. A mullion between the cabi- 
net’s two lids tops the fifth section. 

The 144-hp. condensing unit uses 
“Freon-12” as the refrigerant. The 
temperature signal is again located 
behind the grille. 

Net weight of the model 230 is 
about 420 Ibs.; shipping 525 Ibs. 


BIG PROMOTION PLANNED 


To assist dealers in merchandising 
the new line, Revco is planning a 
year-long promotional campaign 
under the slogan “It’s the Thrifty 
Buy in ’50.” 

The company is arranging an ag- 
gressive advertising program in con- 
sumer and trade magazines and is 
prepared to assist dealers at the local 
level in a cooperative newspaper ad- 
vertising program, Overmyer said. 

Promotional aids for dealers in- 
clude a Chill Chest sales manual, con- 
sumer literature, recipe book and in- 
ventory record, newspaper advertis- 
ing mat service, floor display ma- 
terials, and decals and signs. 

Informational tags are provided 
for all floor models. These tags give 
thumbnail information on all out- 
standing features of the Chill Chest. 

Revco, Inc., Overmyer revealed, is 
now building a 60 by 140-ft. ware- 
house behind its plant here. When 
the building is completed, the com- 
pany intends to rearrange its pro- 
duction lines so that it can increse 
its production and efficiency. 

Overmyer stated that the company 
plans to double its production of 
freezers this year. 

Schultz declared that the expanding 
market for frozen fruit juices «nd 
the consumption of a greater quan’ ity 
and variety of frozen foods re 
bringing people now relying on tv0- 
temperature refrigerators or fre 7eT 
compartments to realize how much 
they need a freezer in their hom: 

“The greatest freezer salesman 
today is the two-temperature ref? ig- 
erator,” Schultz stated. “It is dc'ng 
more to educate people to the neds 
and uses for freezers than anytl ng 
else.” 

Overmyer told the distributors 1 14t 
the highest income group in ‘he 
urban market remains a large po‘ 2! 
tial hardly tapped. The farmer, he 
stated, is only at a 15 to 20% -at- 
uration in high income states. 

“As farm income will decline very 
little during 1950 due to government 
price supports, the farmer still tT 


mains the best food freezer ©USs 
tomer,” he averred. 
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New Coolerator Finance 
Plan Helps Dealers Handle 
Big Appliance Inventories 


DULUTH, Minn.—Effective imme- 
diitely, The Coolerator Co. is offer- 
ing free dealer floor plan financing 
pi gram, it was announced by Ss. W. 
S| owbo, comptroller. 

Jnder the plan, Coolerator dealers 
ge 90 days of free floor planning 
frm the date they bought the mer- 
ch ndise until the payment is due. 

Jational offices of the Commercial 
Cr dit Corp. are administrating this 
pr gram. According to the finance 
ag eement, the dealer and the dis- 
tri utor will make the necessary ar- 
rargements through the local offices 
of the CCC who will bill Coolerator 
directly for the finance charges. 

ccording to W. C. Conley, Jr., 
Co»lerator sales manager, this plan 
was adopted to help maintain the 
prisk selling momentum built up dur- 
ing the past several months. The plan 
is expected to stimulate current 
dealer appliance sales and encourage 
the building of inventories of Coolera- 
tor products in preparation for the 
spring and summer rush. 

“One of the most attractive fea- 
tures is the fact that it permits the 
dealer to do a full-sized selling job 
on refrigerators and freezers with- 
out tying up his finances during the 
winter months,” Conley said. ‘Mer- 
chandise bought under this plan will 
not be due for payment until the 
spring selling season is in full 
swing.” 

The plan will remain in effect 
until March 31. 


4 Firms Get Franchise 
For General Electric 
Renewal Parts Depots 


BLOOMFIELD, N. J.—Issuance of 
renewal parts depot franchises to four 
additional firms has recently been 
announced by the air conditioning de- 
partment of the General Electric Co. 

The firms are R. Cooper, Jr., Inc., 
Chicago.; General Air Conditioning 
and Heating Co., Oakland, Calif.; 
Davey Sales Co., Akron, Ohio; and 
Allied Supply Co., Dayton, Ohio. 

The appointments bring to a total 
of 70 the number of depots included 
in the nationwide chain established 
to facilitate the distribution of re- 
newal parts to fixture and equipment 
manufacturers and their outlets. 

The depots engage in the sale of 
G-E open condensing units up to and 
including 10-hp. to the service trade. 
They also stock G-E sealed condens- 
ing units for replacement purposes 
and handle repair and replacement 
parts for all G-E condensing units. 

Organized in 1927, R. Cooper, Jr., 
Inc., is the distributor for G-E air 
conditioning, commercial refrigera- 
tion, and water cooler lines in 37 
Illinois counties... R. Cooper, Jr. is 
president and treasurer. 

General Air Conditioning and Heat- 
ing Co. handles the full line of G-E 
air conditioning, commercial refrig- 
eration, and automatic heating equip- 
ment. Founded in 1937, the firm 
serves northern California and most 
of Nevada. 

Key personnel include Chester D. 
Williams, president; Donald L. Wil- 
liams, vice president in charge of 
air conditioning department; Joseph 
B. Chapman, vice président; John 
Schlemmer, manager refrigeration 
and parts depot; and Harry Eggles- 
ton, secretary-treasurer. 

The Davey Sales Co., with main 
offices located at 170 S. Forge St., 
Akron, Ohio, will serve 12 counties 
in the Akron-Youngstown-Canton 
area. Officers of the firm include E. 
H. Davey, president; W. C. Davey, 
Vice president; and Edith Davey, sec- 
retary. 

‘he territory served by the Allied 
Supply Co. includes 17 western Ohio 
counties. The headquarters office of 
the firm is at 359 W. Monument Ave., 
Da ‘ton, and a branch in Lima. 

- llied is headed by John Homan, 
president; W. C. Homan, treasurer; 
J. V. Van De Graft, secretary; and 
Jac< Homan, sales manager. 1 


Exc'se Collections Drop Off 


V ASHINGTON, D. C.—The Inter- 
nal Revenue Bureau has_ reported 
that December collections of manu- 
fact wrers’ excise taxes on mechanical 
tefr.cerators, air conditioners, etc. 


Hurry No Worry 


Freshly Dressed Chickens Stored In 
New Case Boost Store’s Poultry Sales 


ATLANTA~—Installation of a new 
12-ft., custom-manufactured stainless 
steel display refrigerator at the 
front of Black’s Poultry Co., on Gor- 
don Ave. here, has brought about a 
25% increase in dressed chicken 
sales, according to T. E. Black, head 
of the firm. 

While the firm formerly specialized 
in fresh poultry, killed and dressed 
to order for the drop-in customer, 
it was discovered that many sales 
were being lost due to the fact that 
customers did not have time to wait, 
or had double parked outside the 
store on a busy street. 

There were several instances per 
day in which a customer could not 
be sold through this lack of time, 
according to Black. . 

Querying his customers he found 
that there were many among them 


who would be as glad to buy poultry 
already killed and dressed, so long 
as the operation had taken place 
within a few hours, and the chicken 
was properly refrigerated during the 
time intervening. 

The result was the installation of 
the 12-ft. refrigerated case, which 
now appears immediately to the left, 
as the customer enters the retail 
poultry house. 


CHICKEN ‘PARTS’ SOLD 


In the box, which is powered by a 
1%-hp. Westinghouse unit, as many 
as 50 chickens can be accommodated, 
displayed as whole chickens, cut up 
ready for sale, or classified into 
breasts, legs, thighs, backs, necks, 
etc. 

Stainless steel pans, laid on a bed 


of flake ice furnished by a flake ice 
machine, are used to display the 
poultry. 

Black’s Poultry Co. now utilizes 
spare time between customer rushes 
for ‘killed on the spot” chicken to 
maintain an inventory of poultry 
meats, ready prepared, for the cus- 
tomer who has little or no time to 
spare. 

The customer may order either 
whole chickens, or as many breasts, 
thighs, drumsticks, etc., as she re- 
quires. , 

A small sign atop the refrigera- 
tor, explains that the chickens shown 
within were killed within the past 
5 hours, and that they are kept in 
perfect flavor condition at 25°. A 
thermometer inside the refrigerator 
backs up the statement. 

Anywhere from 10 to 15 women 


per day, who might otherwise not be 


sold at all, now purchase ready- 
dressed chicken from the refrigerated 
display, according to Black. By 
emphasizing the fact that there is 
no flavor loss, no toughness, or no 
danger of polution possible through 
quick, adequate refrigeration, the 
store has thus managed to build up 
its volume considerably. 


‘Radaire’ Awarded $500 
Prize In Betz Unit 


Naming Contest 


DETROIT—The name “Radaire,” 
submitted by William H. Fleishman 
of Sacramento, Calif., won the $500 
award offered by Betz Corp. for a 
name for its new forced-air type 
commercial cooling unit, contest offi- 
cials have announced. 

Fleishman is a refrigeration serv- 
iceman employed by Al Schoen’s Air 
Conditioning & Refrigeration Co. of 
Sacramento. 

Some 600 entries from all parts of 
the world were received in the con- 
test period. 

The Betz unit, a compact forced- 
air type evaporator especially suited 
for back bars, small reach-ins, and 
similar applications, is featured de- 
signwise by an air discharge system 
that throws the refrigerated air to 
all parts of the enclosure. 

Contest details were publicized by 
refrigeration parts and_ supplies 
wholesalers to their customers 
throughout the world. 


‘mointed to $3,102,344, compared | 
With $6,575,371 a year earlier. 
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The Market is “High-Wide-and-Handsome” 
for these 1950 Merchandisers by JORDON 


EVERY UNIT PACKED WITH RETAIL-TESTED FEATURES 


Full Protection for JORDON 


Dealers and Their Customers 


5 YEAR FROZEN FOOD SPOILAGE WAR- 
RANTY. Protects, compensates against spoilage 
due to mechanical or operational failure. In- 


cluded at NO EXTRA COST. 


5 YEAR WARRANTY ON HERMETIC 
SEALED UNITS. One year warranty on com- 
plete cabinet and additional four year warranty 
on unit. 


Jordon production of Frozen Food 
and Packaged Ice Cream Merchan- 
disers is upping hand in hand with 
the phenomenal rise in retail selling 
that requires these specialized cabi- 
nets. These 1950 JORDON models— 
available in 9—12—17—26 cu. ft., with 
or without display panel, combine 
HEAVY DUTY internal construction 
with refinements of exterior design 


Quality Details—by JORDON 


Stainless steel top; apron, door-frame and 
door tracks — vapor-sealed, rigid, all welded 
construction. Thermopane, sliding glass doors. 
Baked, white, “auto-body” finish. Extra heavy 
insulation. Full color, illuminated food subject 
illustrations on superstructure. 

Open top models have super- 

structure and deflector wings. 


that retailers demand and appreciate. 
Low temperature operation of mer- 
chandisers permits removing doors 
during rush periods. Companion 
models, to help JORDON dealers 
make a complete sale, include 
CHEST FREEZERS of 9—16—20— 
30 cu. ft., and a new 18 cu. ft. UP- 
RIGHT STORAGE FREEZER with 
three compartments. 


his name and address. 


2-TEMPERATURE REFRIGERATORS 


THAT ANSWER MANY DEMANDS 
The popular JORDON 14/6 provides 14 cu. ft. of 
normal temperature with a practical 6 cu. ft. 
freezer-locker. The JORDON 10/4 provides 10 
cu. ft. of normal temperature and 4 cu. ft. freezer- 
locker. Economical and efficient operation with 
ONE condensing unit. Specially priced! Write for 


data sheet. 


- +. are you taking advantage of 


JORDON'S NATION WIDE 
DEALER SALES SERVICE? 


No matter where you are located 
you can always call on a JORDON 
factory trained field man to help 
you plan an installation or close a 
sale when SPECIAL INFORMA- 
TION is needed. If you don’t know 
the JORDON field man in your 
area, we will be glad to mail you 


oat 


* A complete line 
* A smart line 


JORDON FOR '50 


* A promotion line 


DRY BEVERAGE COOLERS 
Self-contained and remote 


WALK-IN REFRIGERATORS 
Normal & freezing temperature 


REACH-IN REFRIGERATORS 
—all types and finishes. 
14 cu. ft. to 60 cu. ft. 


SSS SSS SSS SSS SSS BEBE BEE eee eee SS 


CABLE: “JORDONREF” 


EXCLUSIVE EXPORT DISTRIBUTOR: CANNON & MILLER, 55 W. 42ND STREET, NEW YORK * CABLE: CANANWILL 


JORDON REFRIGERATOR CO. 


Photo in circle shows 
JORDON pull-out unit 
available on 1950 
models. Makes com- 
plete unit accessible 
for inspection or service. 


A better and MORE practical 


COUNTER TOP DISPLAY CASE 


Available in Self-Contained and Remote Models. 


Oversize MICARTA TOP with ticket molding. Triple-glazed 
THERMOPANE display front. Full length FLUORESCENT 
LIGHTING. Two HEAVY DUTY MOIST COLD FINS. Two 
sliding GLASS REAR DOORS. All WELDED STEEL con- 
struction. JORDON AUTO-BODY exterior finish. PORCELAIN 
mezzanine shelf. Remote models have tubing brought to exterior 
of case with VALVE ATTACHED. 5 year warranty on HER- 
METIC UNITS on self-contained models. Write for data sheet. 


Factory and Sales Division 


58th St. and Grays Ave., Phila. 43, Pa. 


BEigrade 6-4510 
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Thor Cutting Dealers - - 


(Concluded from Page 1, Column 5) 
and maintain his sales volume above 
a distributor-specified minimum. 

Disfranchised dealers will be ex- 
pected to sell the stock now in their 
possession back to the distributor at 
cost, Hurley indicated. 

To back up the new streamlined 
dealer organization, Thor is planning 
a $1,750,000 advertising and sales 
promotion program that is said to be 
the largest in the company’s entire 
history. 


N. J. Toastmaster Dealer 
Fined for Unfair Pricing 


TRENTON, N. J.—An order re- 
straining Queens Jewelry Co., Inc., 
Hoboken, from selling McGraw Elec- 
tric Co. products at less than the es- 
tablished retail price has been issued 
by the Superior Court of New Jersey. 

The action was the result of a suit 
filed by McGraw in November under 
the Fair Trade Act of New Jersey. 
Queens Jewelry was charged with 
offering to. sell a ‘Toastmaster’ 
toaster for $17 when the minimum 
price was $21.50. 

The Hoboken firm was permanently 
restrained from advertising, offering 
for sale, or selling, at retail, any 
McGraw product bearing the ‘Toast- 
master” or “Hospitality” trademark 
at less than the price established 
by contract. 

The court ordered Queens Jewelry 
to pay $40 and all costs incurred. It 
further directed the firm to pay for 
all damages which were suffered by 
McGraw. 


Gibson Increases Output 
At Refrigerator, Range 
Plants To Match Demand 


GREENVILLE, Mich.—Keying pro- 
duction to sales records and promo- 
tion plans, the Gibson Refrigerator 
Co. has added a second refrigerator- 
making shift at its Greenville plant 
and increased the number of workers 
on one shift in its range plant at 
Belding, Mich. 

Manufacturer of electric refrigera- 
tors, ranges, and freezers, the com- 
pany entered 1950 with the biggest 
backlog of firm orders in its history, 
according to Charles J. Gibson, presi- 
dent. 

Since the first of the year the 
number of orders has_ increased. 
Gibson declined to disclose the exact 
percentage increase, but indicated 
that firm orders now on hand total 
more than twice that of a year ago. 

“However, our production is being 
geared to meet this backlog and to 
satisfy the added demand now 
created by widespread promotions in 
all of the major and secondary trad- 
ing centers in the United States,” 
he said. 

“Such promotions are stimulating 
movement of Gibson products and 
we are going to make certain that 
our dealers and distributors have the 
goods with which to meet this in- 
creased demand.” 

Refrigerator production so far has 
been concentrated on smaller, lower- 
priced models that appeal to the 
greater share of the mass production 
market for appliances, according to 
Gibson. Production of deluxe models 
is being rushed to meet demand of 


the company’s distributors through- 
out the country. 

Every 1950 model Gibson refrig- 
erator will be test run in the new 
fourth-floor addition to the company’s 
Greenville plant main building. 


Builder Show Exhibits - - 


(Concluded from Page 1, Column 3) 


Feb. 19 to 23, Paul S. Van Auken, 
exposition director, has announced. 

The exposition, held in conjunction 
with the builders’ annual convention, 
will show the latest developments in 
building materials and home equip- 
ment. It is expected to attract some 
15,000 persons. More than 6,000 will 
be home builders and the remainder 
will come from allied groups, in- 
cluding the household appliance in- 
dustry. 

A total of 177 national manufac- 
turers will participate in the exposi- 
tion. Those connected with this 
industry include: 

American Brass Co.; American 
Central Div., Avco Mfg. Corp.; Amer- 
ican Radiator & Standard Sanitary 
Corp.; Bendix Home Appliances, Inc. ; 
Briggs Mfg. Co.; Chase Brass & 
Copper Co.; Airtemp Div., Chrysler 
Corp.; Continental Radiant Glass 
Heating Corp.; Crosley Div., Avco 
Mfg. Corp. 

Delco Appliances Div., General 
Motors Corp.; Frigidaire Div., Gen- 
eral Motors Corp.; General Electric 
Co.; Hamilton Mfg. Co.; Hotpoint, 
Inc.; Kritzer Radiant Coils, Inc.;, 
Landers, Frary & Clark. 

Mueller Brass Co.; Mullins Mfg. 
Co.; Nash-Kelvinator Corp.; Rock- 
well Mfg. Co.; Servel, Inc.; A. O. 
Smith Corp.; Thermador Electrical 
Mfg. Co.; Thor Corp.; Tracy Mfg. 
Co.; and Westinghouse Electric Corp. 
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In refrigeration tubes, there’s*a whale of a differ- 
ence! Speaking for ourselves, it’s like this: First, 
we use high-grade tool steel plugs, give them a 
“super finish,” then a chromium plate to resist 
abrasion. That accounts for. the mirror-smooth, 


cartons. 


accurate bore. 

Next, the extensive use of carbide dies with their 
traditional wear resistance—and given a super-finish 
comparable to the plug—accounts for the uniformly 


product. 
high finish and accuracy of the O.D. 


Then the tubes are thoroughly cleaned and de- 
hydrated, cup-sealed, uniformly annealed for easy 


the name to remember / 


REFRIGERATION TUBES 


~ 


Whats the 
dtervence Z 


bending and flaring — and packed in single-coil | 


Extra bother? Of course! But it makes for extra 
value... for our constant goal is to produce tubes 
that have no flaws, no pinholes, no lap seams, no 
. dirt, no excuses. One organization is responsible for 
every step of production... from mine to finished 


It will pav you to ask for them by name. The 
American Brass Company, Waterbury 20, Connec- 
ticut. In Canada, Anaconda American Brass, Ltd., 
New Toronto, Ont. sg 


| OTHER ANACONDA PRODUCTS 
FOR THE REFRIGERATION 

_ INDUSTRY 

Restrictor Tube 

Bourdon Tube 

Thermal Expansion Bulbs 

Formed Tube Parts 

Hard Copper Tube cut to 
length 

Copper Water Tube in 
coils or straight lengths 

Fittings 

Vibration Eliminators 

Charging Hose 

Flexible Refrigeration 
Tubing Conduit 


“a 


Gains In Nashville - - 


(Concluded from Page 1, Column 5) 
362 ranges, 131 water heaters, and 
47 freezers. He was first in range 
and freezer sales, second in water 
heaters, and fifth in refrigerator 
sales. 

The second ranking dealer, who 
sold 853 units, was the leader in 
refrigerator sales. He sold 628 of 
them. 

Leading water heater dealer was 
26th in total unit sales. His 158 
water heaters accounted for most of 
his unit total of 245. 


Twenty-seven dealers sold more 
than 100 refrigerators, 19 sold more 
than 100 ranges, three sold more 
than 100 water heaters, and seven 
sold a total of more than 10 home 
freezers. 


Water Refrig- Home Total Dealer’s 
Ranges Heaters erators Freezers Units Position 
362 131 402 47 942 i 
183 30 626 14 853 2 
212 37 576 15 840 3 
197 61 530 8 796 4 
248 48 440 13 749 5 
284 89 283 3 659 6 
175 23 340 13 551 7 
170 12 337 3 522 8 
183 31 283 7 504 9 
210 32 228 3 473 10 
178 23 227 2i 449 it 
152 45 236 3 436 12 
183 9 239 2 433 13 
94 29 305 ' 429 14 
93 12 305 ! 4i1 15 
171 5! 165 4 391 16 
110 15 222 6 353 17 
85 19 219 8 331 18 
135 27 164 4 330 19 
112 34 146 1 293 20 
104 38 145 I 288 2t 
110 4 168 “ 285 22 
94 il 169 as 274 23 
62 107 95 ' 265 24 
86 10 163 ! 260 25 
27 158 2 245 26 
74 24 123 8 229 27 
66 6 132 re 204 28 
92 13 77 13 195 29 
70 9 99 4 182 30 
53 6 109 es 168 3I 
53 20 87 2 162 32 
48 7 77 2 134 33 
67 12 50 at 129 34 
43 24 60 ae 127 35 
45 2 74 ' 122 36 
42 10 67 2 121 37 
35 18 59 6 118 38 
35 9 71 2 117 39 
51 2 55 ' 109 40 
41 i 51 ei 103 41 
45 19 33 4 101 42 
41 10 47 ! 99 43 
42 5 46 ee 93 44 
43 6 4 90 45 
27 14 45 ' 87 46* 
39 31 13 4 87 47* 
37 3 47 ha 87 48* 
35 2 47 bea 84 49 
29 4 43 2 78 50 
30  f 35 ' 73 51 
17° 2 36 9 64 52* 
27 i 25 | 64 53° 
28 2 29 i 60 54 
18 2 39 Si 59 55 
24 ' 3I 1 57 56 
il 5 35 5 56 57 
18 2 34 54 58 
20 7 23 2 52 59* 
18 7 25 2 52 60" 
2i 2 26 49 61 
6 3 37 46 62 
12 6 25 2 45 63 
18 12 12 42 64 
6 ' 27 2 36 65* 
16 6 14 36 66* 
7 3 18 29 67 
14 3 10 28 68 
12 ' 12 25 69 
5 1 15 21 70* 
3 ' 17 2t 71* 
5 13 ! t 20 72 
6 > 12 18 73 
7 10 17 74 
6 9 | 16 75 
4 ' a 16 76* 
8 ‘ 7 15 77 
9 ie 4 13 78 
8 3 4 W 79* 
4 2 5 a 80° 
4 as 4 | 9 8I* 
5 ' 3 ‘a 9 82* 
6 ie ‘ ity 6 83* 
4 is 2 ro 6 84* 
2 2 ' ' 6 85* 
2 a 3 if 5 86 
2 + 2 4 87* 
2 2 na 4 88* 
ra 3 ‘a 3 89* 
i i% ' ' 3 90* 
2 ' ‘x 3 91* 
1 ' _ 2 92* 
t ne | 2 93* 
Contractors, housing projects, 
plumbers, and miscellaneous 
567 3,537 829 56 4,989 
Total 
6,160 5,007 10,054 324 =.21,545 
*Tie. 


Air Conditioning Set for 
Louisville Truck Terminal 


LOUISVILLE, Ky.—A_ modern 
truck terminal costing about $250,000 
will be built at 16th and Lee Sts. by 
the newly-organized Stanley Termi- 
nal, Inc. here. 

The project will comprise three 
one-story, brick-and-steel structures, 
all air conditioned. 

M. J. Bergman, of Cincinnati, is 
the president of Stanley Terminal, 
Ine. 


Rema-Rses In St. Louis 


(Concluded from Page 1, Column 4) 
on November 17-18-19, 1950, in the 
Long Beach Municipal Auditorium. 

Two more educational conferences 
will be sponsored by Rema in the 
spring of 1951. Cities and dates have 
not yet been selected and will be an- 
nounced later. 

“In selecting St. Louis as the s te 
of our first 1950 conference; we fe] 
that we are making the exhibits aid 
educational meetings available to the 
largest number of service enginee ‘s, 
contractors, and wholesalers pos ;i- 
ble in an area not previou: ly 
covered,” said F. G. Coggin, Detyr jit 
Lubricator Co., chairman of Rem .’s 
RSES Educational Conference aid 
Relations Committee. 

Other members of this commit ee 
are G. E. Graff, Ranco Inc., vce 
chairman; Willis Stafford, Stands :d 
Refrigeration Co.; and H. T. Jar\ s, 
Refrigeration Engineering, Inc. 

John H. Spence, Hussmann Refr z- 
eration, Inc., will head up the :3t. 
Louis activities of RSES as coordira- 
tor, it has been announced by Ch:s. 
C. E. Harris, president of RSES. 


Nash-Kelvinator Lists 
Decrease In Earnings 


DETROIT—Nash-Kelvinator Corp. 
recently reported net earnings of 
$4,215,849 after taxes, equal to 97 
cents a share, for the three months 
ended Dec. 31, 1949, the first quarter 
of the 1950 fiscal year. 

Net earnings for the like period a 
year ago were $5,859,289 or $1.35 a 
share. 

Because of the steel strike, output 
of automobiles and electrical appli- 
ances during the quarter fell about 
one third below expectations, George 
W. Mason, president, said. As a 
result, sales for the period were 
$75,409,633, against $84,278,034 for 
the comparable 1948 period. 

The strike closed Nash for three 
weeks during the quarter and sharply 
cut Kelvinator production. With 
slowly improving steel supplies, out- 
put in both divisions has now re- 
gained pre-strike levels. Production 
will be stepped up still further to 
meet current strong consumer de- 
mand as steel supplies permit. 


Parts Wholesaler’s Akron 
Branch Moves to New Site 


CLEVELAND — The Akron, Ohio, 
branch of Refrigeration Supplies, Inc., 
moved from 219 W. Bartges St. to 
871 S. High St., is was announced 
by James H. Downs, president. 

“At the new address, we have 4,000 
sq. ft. of floor space available,” 
Downs reported. “This space will 
permit us to utilize the ‘product dis- 
play method’ of selling which has 
proved so successful in our other 
stores in Cleveland and Youngstown. 
Displays are being erected at this 
time. 

“The new location is easily reached 
from all directions, and we have 
ample off-the-street parking. Addi- 
tional stocks are being added, and 
our service to our customers will be 
improved and expanded.” 

Joe Moore and Bert Armstrong, di- 
rectors of the company, will continue 
to operate the Akron store. 


ww os 


MOTOR-BASE 
ADAPTERS 


Play safe. Use gen- 
vine motor adapt- 
ers for solid instal- 


ail 


Yq to Ys hp.—101-D 


lations. They are a 
100 per cent uni- % tol hp.—102-¢ 
versal. 1 to 3 hp.—10°-C 


SERVICEMEN SEE YOUR JOBBER 


Motor Adapter Corporatior 
4730 JOY ROAD 
DETROIT 4, MICHIGAN 


— 
_ 
— 


Pinnacle 


Pinnacle Line . . . 
. « + gaining satisfied, repeat customers. 
VOLUME AND PROFIT TO YOU! 


FREE FOLDERS 
OF COMPLETE LINE 


Export Dept.: 
39 Broadway, 
New York 


REFRIGERATORS , 


More and more dealers are switching to the complete 
establishing Greater Sales Records 
HERE'S GREATER 


EQUIPMENT CORPORATION 
FLEETWOOD. 


¢ BUTCHER CASES 
* DELICATESSEN 
CASES 
* REACH-IN BOXES 
FISH AND POULTR’ 
CASES 


* DAIRY WALL BOXE 


* DOUGH RETARDER 
BOXES 


* WALK-IN COOLERS 


PENNSYLVANIA 
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Distributor’s Headaches 


AIR CONDITIONING & REFRIGERATION NEWS, FEBRUARY 13, 1950 


Helping Retailer See Folly of Too Many Lines, 
‘Bargain Merchandise’ Is One of His Problems 


CHICAGO—How can the appliance 
distributor stimulate the hiring, 
tr ining, and effective management 
of dealer sales organizations? 

What can the distributor do to get 
fu |-line representation and effective 
pr motion and territory coverage? 

tow can the distributor help the 
de.ler see the wisdom of sticking 
to a good product or line, particu- 
la:'y when he has been given coop- 
er.tion in establishing it in his com- 
munity ? 

hese are the three most perplex- 
ing problems facing the distributor 
tocay, in the opinion of H. U. Mann, 
H. U. Mann Co., Chicago. So he.told 
the recent annual meeting of the 
National Appliance and Radio Dealers 
Association during a panel discussion 
of the subject. 

Henry Voit, Morley-Murphy, Mil- 
waukee, Wis., was the other panel 
member. Voit said the two biggest 
problems of his distributorship are 
service on parts and training of re- 
tail salesmen. 


STABLE PATTERNS 
ESTABLISHED 


Effective distribution throughout 
the years has gradually crystallized 
into fairly stable patterns and pro- 
cedures, Mann pointed out. 

“We still have a few direct factory- 
to-user set ups,” he noted. “In the 
main, these are single specialty prod- 
ucts, sold through factory branches 
by straight commission salesmen. 

“However, these so called ‘direct 
sales’ outlets frequently have as 
many as seven stages of control or 
distribution: factory sales organiza- 
tion, regional offices, divisional offices, 
branch offices, supervisory districts, 


district manager or crew organiza-- 


tion, and retail salesmen. 

“Likewise, ‘manufacturer-to-dealer’ 
sales organizations frequently parallel 
several of these steps or stages and 
often duplicate the local distributor 
organizations, going so far in many 
instances as incorporation. 

“These branches are in fact actual 
wholesale distributor organizations 
and function as such, providing for 
the manufacturer only one _ benefit 
beyond those to be secured by dis- 
tribution of his products through a 
local independent wholesaler, and 
that is blind, unswerving pressure 
specialization and emphasis on his 
products regardless of the conse- 
quences. 

“Without any odious comparison, 
it must be obvious to any retailer 
that the so-called independent whole- 
saler is so designated because tradi- 
tionally he has a certain independ- 
ence beyond blind loyalty to any 
manufacturer. He is, however, by the 
very nature of his business wholly 
dependent on the retailer. 

“The retailer is his customer fre- 
quently regardless of product, and as 
often as not, loyalty to a distributor 
transcends loyalty to any specific 
product. 

“Not that the effective distributor 
deliberately sets out to gain this end. 
The close cooperation of a local busi- 
hessman dealing with other local 
businessmen automatically creates 
this tie. 


DISTRIBUTOR-DEALER RELATION 


“The many services the distribu- 
tor renders unhampered by rigid na- 
tional policies and distant control— 
the ability to» act independently, 
swiftly, and often generously, creates 
a relationship between distributor and 
dealer that is difficult to copy. 

“The interdependence of distributor 
and dealer is so clearly obvious that 
‘it goes without saying’ that the 
problems of each are the problems of 
th: other. The most perplexing prob- 
lems of the distributor, as I see 
thm, vitally affect the dealer and it 
is our joint responsibility that they 
be dissolved.” 

ifann classified the three problems 
nofed above under the headings: 
ma.ipower; proper indentification, 
presentation, and representation; and° 
Stavility. Regarding manpower, he 
Sai the result sought is to obtain 
mo e and better salesmen, more and 
bet er training, and more and better 
Sal's to obtain more and better satis- 
fiec users. 

_ Tie distributor’s objectives in seek- 
ing proper indentification, presenta- 
tion and representation are, accord- 
ng to Mann: proper merchandise 


regular cooperative advertising, can- 
vassing for new business, customer 
or user calls, and good service. 

Discussing stability, Mann _indi- 
cated that the distributor’s problem 
here is how to help the dealer “see 
the folly of too many lines” and 
“aid you to escape the pitfalls of 
‘bargain merchandise,’ of shifting 
policy.” 

“How can we stimulate you “to 
stabilize your efforts on a few good 
lines and make the required effort 
to sell merits rather than to take 
what frequently looks like the easier 
road?” he asked. 

Summarizing, Mann said: “I think 
you will agree that if a distributor 
can help you to establish acceptance 
of a product or line in your com- 


munity and identify its sales through 
you and your sales organization, he 
will have gone a long way towards 
meriting your approval of his or- 
ganization as a partner in your suc- 
cess.” 


PARTS PROBLEM SOLUTION 


Voit named the parts problem as 
the most aggravating his company 
faces. He blamed its existence on the 
dealers themselves, claiming that in 
most cases they neglect to supply the 
part number or the year, model, etc. 

“If we received the proper infor- 
mation in the first place, we would 
have no trouble at all,” he declared. 
He said he based his conclusion on 
an investigation of dealer complaints 
on poor service on parts. 


Voit also commented on the im- 
portance of a thorough and continu- 
ous sales training program for retail 
personnel. Program conducted by 
distributors, he asserted, should be 
supplemented by dealer training. 

During the discussion period, a 
dealer suggested that parts catalogs 
should be made available at the 
same time new models are introduced, 
or even before. At present, he said, 
retailers often have to wait long 
periods for replacement parts for new 
models because catalogs are not out. 


Another dealer wanted to know 
why distributorships are changed 
so often. Mann replied that many 
mistakes in the appointment of dis- 
tributors had been made in the past. 
But, he said, “I believe you will see 
less and less change in the future.” 


A third dealer referred to the 


statement of a manufacturer, made 
at the opening session, that dealers 
should carry a 30-day inventory. 

“In pre-war days,” the retailer 
observed, “distributors had an inven- 
tory the dealer could draw from. Will 
distributors continue to operate as 
brokers or will they keep a _ stock 
from which the dealer can draw?” 


Mann took this question. 

“The distributor is certainly ob- 
ligated to stock merchandise,” he re- 
marked, “but no distributor I know 
is trying to duck this obligation. If 
dealers will keep a _ representative 
line of appliances on the floor and 
some in stock, I'll be satisfied.” 

A further dealer comment was that 
centralized service by distributors 
over a wide area is a definite con- 
tribution to price cutting because 
it destroys the boast of the servic- 
ing retailer that “I can give the best 
service.” 

In answer to this, Voit said “We 
will always have price cutters. The 
answer to the price cutter is good 
salesmanship.” 

He asserted that the dealer who 
advertises off-brand merchandise will 
not have much of. a chance when 
good sales organizations are estab- 
lished. The price cutter with a good 
line can be stopped by contact with 
the distributor, he declared. 

Mann indicated that price cutting 
at the retail level in the Chicago 
area is so widespread that a dis- 
tributor who cut off all discounting 
dealers would have few left.” 


lis} lay, effective employe training, 


Sell 


There's a big market for this versatile and convenient 3-Way Westinghouse Cooler 
--- available in either a pressure cooler (as illustrated) or a bottle cooler. Compactly 
designed, both models pour, store and freeze in less space than normally occupied 


by conventional coolers! 


The exclusive 3-Temp with Magi-Tro/ insures three different temperatures: 
water at 50°F, a spacious ice cube and freezer compartment at below freezing 
temperature, and a roomy refrigerated storage space at 35-38°F. The Magi-Trol 


POURS... Dependable service for 
plenty of refreshing water at just the 
right temperature .. . a versatile 3-way 
Compartment Cooler that outserves, 

outperforms any cooler of its kind i ical laboratories and scores of 
now on the market. 


... Of course, it’s Electric 


the Leader...Sell Westinghouse ! 


You'll 


automatically maintains the desired temperature for each function. You'll find 
these new Westinghouse Coolers will be tops for quick sales, easy sales, many sales. 


WESTINGHOUSE ELECTRIC CORPORATION 
APPLIANCE DIVISION . 


> 


You CAN BE SURE..IF ITS 


SPRINGFIELD 2, MASS. 


[---------- 


Name___ 


STORES ... Keeps 29 beverage or 
40 half-pint milk bottles ice cold! 
nd prospects everywhere: 
rivate homes, hospitals, small bio- 


other places. 


or 28 ice cubes ready 
Freezer unit with shelf and trays re- 
moved, is large enough to store 3 
pints of ice cream, 


For further information call your Westinghouse 
Distributor or mail this coupon to Westinghouse 
Electric Corporation, Springfield 2, Mass. 


FREEZES... And ry 34% pounds 


or instant use! 


To oe 


Street 


City 


State 
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AIR CONDITIONING & REFRIGERATION NEWS, FEBRUARY 13, 1950 


Stehle Resigns from 
N. Y. Commercial Firm 


LONG ISLAND CITY, N. Y.—Due 
to prolonged illness, Frank S. Stehle 
has resigned as president of Gordon 
A. Mueller, Inc., here. 

Stehle has been with the company 
since 1943, when he organized it 
with Gordon A. Mueller, formerly 
sales manager of Nash-Kelvinator, 
New York branch. In 1946, Mueller 
sold his interest to Stehle and re- 
turned to his native state of Wis- 


consin. 
Stehle has been connected with the 
refrigeration industry since 1917. 


Prior to 1943, he was associated with 
Bohn Refrigerator Co., New York 
branch, and Seeger Refrigerator Co., 
New York branch. 

Gordon A. Mueller, Inc. will con- 
tinue its operation*under Charles P. 
Staab. It distributes Oasis - water 
coolers, Victor freezers and beverage 
coolers, Puffer-Hubbard and McCall 
refrigerators. 


Montgomery Heads Sales 
For South Shore Ref. 


BAYSHORE, L. I., N. Y¥.—‘Jack” 
Montgomery, who has been engineer- 
ing and selling commercial refrigera- 
tion equipment on Long Island for 
several years, has become a partner 
of “Sam” De Natale, operator of 
South Shore Refrigeration Service 
Co. here, it was announced recently. 

Montgomery will direct the sales 
activities of the company, which is 
an authorized service agency for Kel- 
vinator, Crosley, and Norge. 


Ellis Named Chief 
Engineer at Ranney 
Refrigerator Co. 


GREENVILLE, Mich.—Ranney Re- 
frigerator Co. has announced the ap- 
pointment of Don G. Ellis as chief 
engineer, succeeding Elmer E. Bigler, 
who has resigned. 

Ellis has been with Ranney for 
approximately two years, having 
worked on a consulting basis until 
January, 1949, when he became a 
full-time employe. During 1949, he 
worked on special assignments in 
connection with the company’s prod- 
uct engineering. 

Since graduation from the Engi- 
neering School of the University of 
Michigan in 1915, Ellis has spent his 
entire career within the engineering 
field. 

He was with Continental Motors 
Corp. for eight years as an experi- 
mental test engineer. 

The next 20 years were spent with 
the Kelvinator Plymouth Road plant, 
Detroit, where he rose to the posi- 
tion of assistant cabinet engineer 
and worked in production planning. 

From 1940 to 1943, he was chief 
engineer and general purchasing 
agent of the war-time propeller divi- 
sion of the Nash-Kelvinator Corp. in 
Lansing. 

Immediately prior to coming to 
Ranney, he spent three years with 
Bessemore Products Co. in Detroit 
as production manager and chief en- 
gineer, and one year with Detroit 
Plastics Co. as production manager 
and chief engineer. 


Foodstore Murals Lend Color, Reality 
: J = wo » S|. ; 


Kelly Supermarket is using the eye-attracting quality of the murals 
to draw trade to its fresh produce department. 


UsAirco Picks 13 Dealers 


MINNEAPOLIS — Appointment of 
13 new dealers for United States Air 
Conditioning Corp. has been an- 
nounced by Bernard Leventhal, east- 
ern regional manager. They are: 

Mid-Town Conditioning Co., Inc., 
New York City; C. D. E. Refrigera- 
tion Co. and Kool-Flow Co., Brook- 
lyn; Reliance Service Corp., Bronx; 
Airways Refrigeration Co., Roosevelt, 
N. Y.; Lane Refrigeration Co., 
Island Park, N. Y.; Steinway Air 
Conditioning Inc., Jackson Heights, 
N. Y.; William Gehring & Sons, 
Floral Park, N. Y.; Manigan Bros. 
and De Sesa Engineering Co., 
Newark; Plainfield Refrigeration Co.; 
Plainfield, N. J.; Mullally Bros., Al- 
bany, and Air Conditioning Inc., 
Washington, D. C. 


SUPER MARKET 


SERIES 363 
Delicatessen Case 


SUPER MARKET 
Fish & Poultry Case 


Top Display Cose 


WALK-IN 
Cooler 


SERIES 36 


Double Duty Case Cooler 


REACH-IN 


OPEN STYLE 
“Extra Wide Shelf" Case 
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OPEN STYLE |ML 
Triple Deck {fk 


OPEN STYLE 
Double Deck Case 


OPEN STYLE 
Self Service Case 


* * * 


Supermarket’s New Cases 
Result In 35% Increase 
In Fruit, Vegetable Sales 


ST. ANDREW, Fla.—Doing away 
with the customary ‘dead white” of 
refrigerated produce display in favor 
of brilliant colors has had a lot to 
do with building produce sales for 
the Kelly Supermarket here. 

T. E. Kelly, head of the store, 
introduced the first all-refrigerated 
produce department in this section of 
the state about a year ago, and has 
realized a 35% increase over the old 
wet-spray display system. Four 
Hussmann i refrigerated self-serve 
units make up the produce depart- 


> ment, and display some 27 vegetable 


and fruit items with spoilage loss 
cut to less than 1%. 

Realizing that the brilliant colors 
of produce and fruit, reflected in the 


| 45-degree mirrors at the rear of the 
| cases had a powerful effect in at- 
| tracting customers, Kelly carried the 


idea out farther with wall murals. 
The wall space over the cases is 


decorated with a continuous mural, 


depicting Florida scenes. 

The colors of the painting are 
exactly those of the fruits and vege- 
tables below, so that the reflected 
mirror displays appear to be bursting 
out of the mural. With the identify- 
ing sign “Produce” lettered in the 
mural, this novel display has at- 
tracted thousands of tourists each 
season. 


Store Remodels Meat Dept. 


OMAHA, Neb.—A new self-service 
meat department went into opera- 
tion here with the reopening of the 
Ross IGA Store at 6201-3 Maple St. 
after a remodeling job. The reach-in 
meat and frozen food cases were in- 
stalled by Gordon Lozier Corp. 


Lyon Industries Set Up 
To Distribute Beverage 
Vendors for Worthington 


NEW YORK CITY —Stuart ¢. 
Lyon has joined with Worthington 
Pump & Machinery Corp. in organiz- 
ing a new company, Lyon Industries, 
Inc., to distribute beverage vendins 
machines, it was announced recent], . 

This company has acquired the 
rights, designs, patents, etc., former], 
held on beverage vending machines 
by Lymo Industries, Inc., and Lion 
Mfg. Corp., both of Chicago. 

The “Lion” 1400 cup vender wes 
formerly distributed by Lymo Indusv- 
tries. In the future, this machire 
will be distributed by Lyon Industri:s 
and will be known as the “Lyor’ 
vendor. 

Lyon Industries will market a con - 
plete line of beverage vending equi) - 
ment, both manual and coin operate‘, 
and has set up headquarters «t 
342 Madison Ave., New York Cit’. 
Service headquarters and warehous- 
ing facilities have also been set up 
by Lyon at Long Island City, N. Y. 

Officers of Lyon Industries include: 
Stuart G. Lyon, former president of 
Lymo Industries, president; Frank J. 
Whelan, vice president of Worthing- 
ton, vice president; Don S. Reynolds, 
formerly with Lion Mfg. Corp. and 
Lymo Industries, chief engineer. 

Contracts have been concluded he- 
tween Lyon Industries and Worth- 
ington for the latter to manufacture 
at its Holyoke, Mass., plant the 
products to be distributed by Lyon. 
The Lion 1400 cup vending machine, 
of which a large quantity is being 
successfully operated by such cus- 
tomers as Automatic Canteen Co., 
Coca-Cola Bottlers, Pepsi-Cola Bot- 
tlers, and others is available for 
immediate shipment. 


Instantaneous | 


Draught Beer Cooler 
"_ refrigerated faucets / 


draft and 
bottle beverage 
coolers 


IDEAL cooter corPoRATION 
2953 EASTON AVE., ST. LOUIS 6, MO. 


OPEN STYLE 
Frozen Food 
Self Service Case 
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COLDISPLAY 51” 
All Purpose Case 


FULL VISION 
Case 


we uxe ACTION! 
Af you're in a hurry — 


_ for your copy of — 
‘Bally Means Big © 
Business” just pick — 
FILL OUT AND MAIL 


call us collect — 
THIS COUPON —— Welt Oe 
NOW iy 


SEND FOR YOUR COPY TODAY 
‘‘Bally Means Big Business” 


Unequalled 


* QUALITY 
* APPEARANCE 
* PERFORMANCE 


See a picture and word story 


about famous Bally Cases & 


Coolers from production to the I %"' to '"' O.D. 
: eee | Batty Case & Cooter Co., BALty, Pa. 
powerful ady a and | Please rush my copy of “Bally Means Big Business.” AGAIN 1N.’50 
dealer helps that make an exclu- 
| NAME — KEROTEST 
sive Bally franchise BIG S dieeeens | HAS THE PRODUCTS! 
BUSINESS for you. ADDRESS CrtVon STATE a - KEROTEST MANUFACTURING Couraiey’ : 


— %» PITTSBURGH 22, PENNSYLVANIA © 


BALLY, OFFICES & WAREHOUSES: New York City, Chicago, Los Angeles, San Francisco, Houston, 
PENNA. Dallas, Tulsa, Odessa, Texas, Richmond, Atlanta, Toledo, St. Louis, Charleston, W. Va. 
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Wide Variety of Refrigeration Enables New Restaurant 


ln Atlanta To Serve from Larger-Than-Average Menu 


ATLANTA —Instead of making 
ore or two temperatures “do for 
everything,” storage and service re- 
frgeration is tailored to the specific 
needs of each type of food at the 
nev $300,000 Leb’s Restaurant here. 

)perating under the slogan “From 
a Sandwich to a Complete Dinner,” 
th: Leb’s organization, headed by 
Ci arles Lebedin, veteran Georgia 
re taurateur, serves a menu almost 
tw ce as large as that of the average 
30°-seat food service institution—in- 
cluding many seafood specialties, 
ko her products, and southern special- 
ties as well. 

™o insure the maximum flavor of 
so large a variety of foods, the “last 
word” in every phase of refrigera- 
tio. Was necessary. Vance Refrig- 


Allin Mfg. Licensed To 
Produce, Market ‘Visoleak’ 


CHICAGO—Allin Mfg. Co. has an- 
nounced that negotiations have been 
completed with Visible Leak Finder 
Co., whereby Allin has acquired license 
rights to produce this item as its 
own product and use the trade name 
“Visoleak.”’ 

This will be a companion unit of 
“Flo,” the liquid dehydrant, and will 
be packaged in the same practical 
plastic container for the 4 oz. and 
pint sizes, and metal containers for 
the quart and gallon sizes. 

These types of containers eliminate 
the possibility of breakage and the 
resultant loss of liquid. 


© 


BETTER COILS... 
FOR BETTER COOLING 


eration Co. of Atlanta handled this 
part of the installation, which, be- 
ginning with the basement food pre- 
paration kitchen, offers a choice of 
temperatures all the way from -10° 
up to 45° F. 

In the basement are six walk-in 
refrigerators, all of which open on 
the large central preparation kitchen. 
Included in the refrigeration facili- 
ties is a -10° sharp freeze box, 8 ft. 
by 6 ft. by 5 ft., which permits 
large quantities of frozen foods to 
be kept on hand, and “left-overs’’ to 
be frozen for later use. 

Next to this, operating at 20°, is 
a 6-ft. by 8-ft. by 7-ft. walk-in box 
exclusively for seafoods, which are 
found to be better flavored when kept 
at the milder temperature. 

Also, there is a similarly-sized box 
for dairy products, operating at 45°; 
another box for delicatessen special- 
ties, at 35°; a meat refrigerator at 
28°; a “general purpose” box for 
large quantities of prepared salads, 
desserts, etc., which must be kept 
under refrigeration for service; an 
ice cream refrigerator, and a chef’s 
box, in which all foods for the day’s 
preparation are kept refrigerated 
after being removed from their stor- 
age boxes. 

Overhead, dome-type blower units, 
ranging from % to 2-hp., supply re- 
frigeration for each of the six base- 
ment boxes, with double thermostat 
control to insure maintenance with- 
in two degrees of the interior tem- 
perature. 

All of the six compressors power- 
ing the units are mounted on ele- 
vated shelves in the central retrig- 
eration room. A standby unit may 
be pressed into service in the event 
of failure of any of the other con- 
densing units. 

Two stainless steel reach-in boxes 
in the short-order kitchen on the first 
floor provide four separate tempera- 
tures. One six-compartment box is 
located at either end of the kitch- 
en. 
Two flake ice machines provide all 
ice used for drinks, stainless steel 
salad display units at either end of 
the restaurant, and all general pur- 
poses. 

One of the most interesting appli- 
cations of refrigeration is in the 
“block,” a large, stainless steel, oval- 


ROTARY SEAL 


UNIT NO. 
3280 


REPLACEMENT UNITS 


of service. 


MORE THAN ' AT ALL 

848 mechanical LEADING 

MODELS seals JOBBERS 
"S.al with Certainty!” | 


Pa: oe 


For all makes and sizes of Commercial, Semi-Commercial, Air Con- 
ditioning, and Household Refrigerator Compressors. ROTARY 
SEAL Units are known throughout the world for . . Simplicity in 
Construction .. Ease of Installation... Efficiency of Operation .. Economy. 
The original time-tested, precision-built replacements — 18 years 


>20 NORTH LARRABEE STREET 


per 


ICAGO 14, ILLINOIS, U.S.A. 


NADIAN AGENT: 2025 ADDINGTON AVENUE 
_ MONTREAL 28, QUEBEC, CANADA 
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shaped unit at the right-front of 
the restaurant. Here, all  sand- 
wiches and packaged delicatessen 
foods to be taken out are prepared. It 
includes a “ham-and-egg unit” at 
the front end, just behind the win- 
dow facing the sidewalk. 

Two 1-hp. condensing units provide 
refrigeration for 18 insets in which 
cold salad ingredients, sandwich 
spreads, etc., are maintained, and 
for two stainless steel display cases 
in which are shown the seafoods, 
fish, steaks, chops, and the like. The 
customer may select what he wants 
from these units. 

The custom-built display cases, re- 
sembling the slant-front boxes usu- 
ally found in meat markets, contain 
three tiers of shelving and have 10 
cu. ft. of display space each. Tempera- 
ture in the seafood box is maintained 
at 20°, while in the meat display 
unit, the temperature is kept at 
35°. 

The entire restaurant is air con- 
ditioned by a two-stage York air 
conditioning system. A 25-ton con- 
densing unit and a 10-ton unit are 
located in the refrigeration room in 
the basement. 

Delivering 15,000 c.f.m. the sys- 
tem will operate on the single 25- 
ton unit to maintain temperature at 
80° under all but extremely hot 
summer conditions. When large num- 
bers of patrons, or a sharp increase 
in temperature necessitates it, the 
second condensing unit cuts in auto- 
matically to reduce the temperature 
to the required 80°. 


Nebraska Beer Wholesalers 
Take Dispute over Free 
Coil Service To Court 


LINCOLN, Neb.—The battle over 
whether beer wholesalers may pro- 
vide free coil service and certain 
other gratuities to dealers has been 
carried to court here. 

The Nebraska Beer Wholesalers 
Association and its president, Charles 
A. Byrnes, 
wholesaler, have brought suit against 
the state liquor control commission 
to have the “free service’ clause of 
the commission’s regulations declared 
illegal. 

Plaintiffs asked the court to issue 
a writ of mandamus, ordering the 
commission to revoke the much-de- 
bated Regulation 44, which authorizes 
the free service practice. District 
Judge J. H. Broady, however, signed 
an alternative writ of mandamus, 
which orders the commission to either 
revoke the rule or show cause on or 
before Feb. 20 why it should not 
be revoked. Meantime, the regula- 
tion will continue in effect pending 
outcome of the lawsuit. 

Plaintiffs charge that the regula- 
tion, passed by the commission last 
November, “authorizes conduct di- 
rectly contrary to state laws.’”’ These 
laws provide that no wholesaler may 
give, nor any retailer accept, money 
or articles of value, they contend. 

Other grounds given for the law- 
suit are that the commission cannot 
make rules contrary to state law; 
state law does not provide for an 
appeal from the commission's rul- 
ings; and wholesalers and retailers 
are placed in a position where they 


In modern markets such as Nebraska’s new 
and largest Serve-All Super Market at Lincoln, 
refrigerated cases and walk-in coolers are 


probably the most important features, 


In this successful market there are nine Mills 


Compressors and Condensing Units. Seven are 


a Grand Island beer. 


must either (1) violate state laws 
or -(2) be subjected to unfair com- 
petition from competitors who do 
offer the free services. 

While the lawsuit asks that all of 
Regulation 44 be revoked, including 
the free coil service provision, para- 
graphs three and four are singled 
out. 

Paragraph three provides that dis- 
tributors, wholesalers, or manufac- 
turers may distribute advertising 
novelties which are valuable to them 
primarily, not the retailer. 

The other paragraph states that 
specialties primarily valuable to the 
retailer may be furnished or sold to 
him, but the cost to the wholesaler 
must not exceed $20 per year for 
each retailer. 


ACRMA Issues *50 Data 
On Ice Cream Cabinets 


WASHINGTON, D. C. — Manufac- 
turers of ice cream cabinets have 
released their annual Dimension 
Summary covering 1950 models of 
ice cream cabinets, the Air Condition- 
ing and Refrigeration Machinery As- 
sociation has announced. 

Principal manufacturers of ice 
cream cabinets are members of the 
association’s Ice Cream Cabinet Sec- 
tion. Copies of the summary have 
been mailed to some 4,800 manufac- 
turers of ice cream. 

Approximately one third of the 
1950 models have dimensions differ- 
ing from those listed in the 1949 
summary, an association spokesman 
stated. The summary covers self- 
contained and remote models of the 
conventional type but does not in- 
clude open-top, self-service cabinets. 


used in connection with the 128 lineal feet of 


Viking Open Self-Service Refrigeration Cases 


and are installed in the basement as shown 
above. Two other Mills Units are placed di- 
rectly alongside two Walk-in Viking Coolers. 


Our handy guide 
for Condensing 
Unit selection — 
60-page Catalog 
204-1, will be 
mailed on request. 


MILLS © 


CONDENSING 


UNITS 


In the New 
Serve-All 
Super Market, 


Lincoln, Nebraska 


For such continuous service applications—the 
uniform high quality, ruggedness and long- 
life performance of Mills Units have made 


them first choice in the field of refrigeration. 


MILLS INDUSTRIES, Incorporated 
4100 Fullerton Avenue, Chicago 39, Illinois 
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(Concluded from Page 1, Column 1) 


Booming Business 


Emphatically Dallas is not a one- 
product town. It has industrial and 
commercial diversity to a high degree 
—a diversity which insures the bulk 
of its citizens against the hazards of 
booms, panics, and “cyclical read- 
justments.” Should job-opportunities 
fade in one type of business, there’s 
always another ready to take up the 
slack. 


Oil, of course, pours black gold 
into the city. Southwestern head- 
quarters for many of the big oil 
refining concerns are located here, 
and at least 65% of America’s pro- 
ducing oilfields are nearby. Within 
a sleeper jump from Dallas are wells 
which pump approximately half of 
the world’s crude oil production. 


Scads of independent oil operators, 
many of them with interests in major 
mid-continent fields, make their head- 
quarters in Dallas, along with drill- 
ing contractors, lease and royalty 
brokers, and allied interests. Scores 
of the latter, ranging from firms 
dealing in oil well mud to one spe- 
cializing in directional drilling, squat 
thereabouts. Three of the oil indus- 
try’s most important magazines, The 
Petroleum Engineer, Drilling, and the 
Journal of Petroleum Technology, 
are published in Dallas. Footnote: 
The Texas Company has located one 
of its biggest refineries here. 


Adjacent agriculture is prosperous, 


too. Dallas is surrounded by rich 
black soil, a fecund earth on which 


even unscientific farmers (a vanish-— 


ing breed in Texas) can’t lose. Com- 
panionably, food processors are handy 
in abundance. 

Machine tools, air conditioners, gas- 
fired appliances, cement, candy, flour 
and feed, tents and awnings, petro- 
leum products, aircraft, and farm 
implements are produced in Dallas 
steadily. So are leather goods, chemi- 
cal products, magic synthetics, cotton 
gins, cottonseed products. Likewise, 
women’s hats, suits, coats, blouses, 
washable dresses, and sportswear. 
More than a thousand manufacturers 
have wheels turning in this busy 
Texas city. 

As a trading center Dallas is even 


more important than as a producing 
city. It is a big dry goods and wear- 
ing apparel market, and it harbors 
more branches of national merchan- 
dising organizations than any other 
southwestern city. Dallas can show 
addresses for at least 2,500 whole- 
salers. What’s more, it’s the home 
base for more than 5,000 traveling 
salesmen. (When they all hit town 
at once, oh boy!). 

Dallas headquarters many insur- 
ance firms, and has been ranked as 
America’s fourth largest insurance 
center. It boasts one of the biggest 
telegraph offices in the United States 
(more than 100,000 messages daily) 
and is the largest telephone toll 
center south of Chicago. Nine rail- 
roads serve this great distribution 
center, and almost as many bus lines. 
And as for truckers ... well, try 
to count ’em. 

All that bespeaks not only hustle, 
but a zest for doing business. 


Up In the Air 


Good flying weather, concentration 
of business and buying power, and 
strategic geographic location have 
all combined to make Dallas one of 
the leading aviation centers of the 
Western Hemisphere. It’s served by 
three municipal airports: Love Field, 
where several airlines land and take 
off; commercial Red Bird Airport, 
which accommodates non-scheduled 
flying; and Hensley Field, under long- 
term lease to the Army. 

That justly famous climate is em- 
phasized in United States Weather 
Bureau records. Over a five-year 
period Love Field averaged 8.265 
hours per year (94.4% of the total 
possible) of contact flying weather; 
336 hours per year (3.8% of the total 
possible) of instrument flying 
weather; and was closed to flying 
only 158 hours per year (1.8% of 
the total possible). Dallas experi- 
ences dense fog less than seven days 
per year, and then only for an hour 
or two. 

In addition Dallas is a nice place 
to work, what with its temperate 
climate and mild humidity, cheap 
fruits and vegetables in all seasons, 
good housing, lack of annoying dis- 
tractions, lively business and social 
organizations, friendly people, and 
remarkable cleanliness. 

That cleanliness is unique. Natural 
gas is so abundant thereabouts, and 
so abundantly used, that there’s no 
typically metropolitan smoke hang- 
ing murkily over Dallas. Buildings 
are sandblasted naturally and peri- 
odically by high winds. 

The air is clean and skies are 
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bright. Streets are wide, too, and 
parks are numerous and well spotted. 
Wide as the streets are, Dallas is 
so busy and teeming that traffic and 
parking are serious problems. (One 
even hears talk of an overhead 
single-track tramway system to re- 
lieve congestion!) Parks and play- 
grounds include 72 different recrea- 
tional areas with a total of more 
than 4,599 acres of developed and 
devoted-to-fun facilities. Chief park 
in the system is White Rock Lake, 
the 2,314 acres of which embrace 
a large bathing beach, bridle trails, 
tennis courts, picnic grounds, field 
houses, and all sorts of boats for 
fishing and sailing. 

The outdoor world seems a pleas- 
ant place, indeed. And, judging from 
what we’ve heard and seen, indoor 
life also is mighty fine in this lusty, 
gusty city. 


Wim, Wigor, and Witality 


Sporting blood runs fast in Dallas. 


In recent years the national college. 


football spotlight has been trained 
on Southern Methodist and neighbor- 
ing Texas Christian, and Baylor. All 
three are famous the world over for 
their gridiron exploits. Remember 
Sammy Baugh, Li’l Davey O’Brien, 
Doak Walker, and Kyle Rote? They 
grow ’em big, fast, tough, and rugged 
in Texas. 

“Big D,” as its citizens refer to 
Dallas, also sponsors the annual 
Cotton Bowl “game of the year.” In- 
variably the fans who are lucky 
enough to snatch tickets get far more 
than their money’s worth. Those 
Texas boys play for blood and for 
keeps. And so do their carefully- 
selected opponents. Participating 
teams take home more money than 
do those who play in the Rose Bowl 
or any other similar post-season at- 
traction. 

Arlington Downs (inoperative at 
the moment) is in the vicinity. 
Texans are fond of their own 
home-bred horses, bet on them 
privately, and turn out in record 
numbers to watch ’em run, any- 
where, anytime. Betting isn’t ex- 
actly legal in Texas; but it’s man- 
aged, somehow. Additionally, auto- 
mobile and motorcycle racing thrive 
at Arlington Downs. 

Wrestling and boxing go over in a 
big way in this City of He-Men. 
Dallas has a Texas League baseball 
franchise, three or four semi-pro 
football clubs, and _ well-organized 
participation in almost all the sports 
known to mankind. 

Every Autumn since 1886 Dallas 
has played host to the Texas State 
Fair, which probably overshadows 
any comparable pitchmens’ paradise. 
This Fair pulls more than two million 
visitors each year to the dangdest 
extravaganza you ever saw. 

Representing a $35,000,000 invest- 
ment, it spreads all over a 195-acre 
park where you'll find an auditorium 
dedicated to “The True, the Good, 
the Beautiful,” an Aquarium, a Na- 
tural History Gallery (with fidelitous 
habitat showing of native wildlife), 
a $2,000,000 Museum of Fine Arts, 
and almost anything else a big Tex- 
an’s big heart could desire. Like 
Texas itself, this Fair is gigantic, 
gargantuan, gorgeous, and gee-whiz. 


Best-Looking Girls? 


Dallas has one claim which never 
can be proved to everyone’s satisfac- 
tion, because it defies scientific analy- 
sis. What is it? Well, Dallasites 
insist that the most attractive girls 
in the world roam their streets. 


Honestly, that extravagant claim 
is a pretty fair appraisal of the street 
scenery. All Texan lassies are lovely, 
to be sure. They’re healthy and exu- 
berant and confident and _. pink- 
cheeked and hip-swinging and ‘oh 
boy! Dallas girls have an additional 
advantage. They’re stylish and in- 
triguing on accounta they live in 
one of the four leading fashion cen- 
ters of the world. (The others: Paris, 
New York, and Hollywood). Unde- 
niably they’re well-dressed, and un- 
deniably they’re worth looking at 
twice. Swiveling one’s neck around 
to get a rear view is a rewarding 
pastime in Dallas—one of the few 
places in the world where the gals 
look almost as good going as coming. 

World-famous is Dallas Neiman- 
Marcus Store, which prides itself that 


| any item at any price in its stock is 
| in “good taste.” Its manager, Stanley 
| Marcus, has such excellent judgment 


himself that he’s a pace-setter for 
women’s fashions all over the globe. 


| His millinery creations alone help 
| bung-start the world’s screwiest and 
| most 


fabulous industry—women’s 


hats. 


Neiman-Marcus sets no limits on 
customer service. Example: a good 
customer asked Mr. Marcus to re- 
decorate her husband’s offices as a 
Christmas present. She agreed that 
his estimate of $20,000 was O.K. pro- 
vided the redecorating job would be 
a complete surprise to her husband. 
It was arranged without strain. Mr. 
Marcus disguised his architect as a 
janitor to get preliminary estimates, 
and finagled with pals to inveigle 
her husband away on a hunting trip 
while the redecorating was done. 

Regularly Neiman-Marcus outfits 
America’s Ten Best-Dressed Women. 
Plenty of extravagant movie stars 
patronize this extraordinary empor- 
ium and so do visitors from abroad. 
Wealthy residents of the plush High- 
land Park residential section in Dal- 
las, along with less pretentious Texas 
gals who ride the range, tend babies, 
operate adding machines, and labor 
in cotton mills, also buy their rai- 
ment and adornment there. 

Many other good stores in this 
style-conscious city make Dallas a 
perennial per capita leader in dollar 
volume of department store and spe- 
cialty shop sales. Most of them 
maintain outskirts parking lots, and 
transport their customers in private 
buses to their emporia. 

Fancy cowboy attire, 10-gallon hats 
and all, is just as acceptable in the 
best hotels and restaurants as white- 
tie-and-tails. "Tis said that some of 
these outfits are far more costly 
than any other type of male apparel 
worn anywhere. 


Crazy for Culture 


To do penance’ (psychologists 
would use the term ‘“compensate’’) 
for its rapidly raped riches and its 
pungently purple past, Dallas is 
crazy for culture. Significant statis- 
tic: Dallasites buy more books per 
capita than any other city in the 
western hemisphere. Dallas has big 
bookstores, big book-club member- 
ships, and the biggest autographing 


. parties in the United States. Dallas- 


ites lionize authors—especially their 
own (like J. Frank Doby). Further- 
more, Dallas dotes on its two daily 
newspapers, the Dallas Morning News 
and the afternoon Daily Times 
Herald. In 1949 they had a com- 
bined daily circulation of 285,858. 
The Southwest edition of the Wall 
Street Journal is also published here. 
A magazine, Dallas, issued by the 
Chamber of Commerce, is a honey of 
a publishing job. 

Nor does Dallas ignore the other 
Lively Arts. 

Music? Ah-h-h! Bach and bron- 
chos, Sibelius and __ six-shooters, 
Chaminade and chile don’t seem to 
be compatible. They are in Dallas. 
The 83-piece Dallas Symphony Or- 
chestra is technically competent, 
musically exciting, and amazingly 
supported. In the Dallas municipal 
budget there’s an item for its subsidi- 
zation, although that’s hardly neces- 
sary. Symphony memberships are 
sold at high prices and season tickets 
are bought by the bushel. 


Believe it or not, rugged Dallas 
even goes for Opera, the ballet, and 
modernistic art. The Metropolitan 
Opera Co. visits Dallas annually. Im- 
pecunious painters and avant garde 
artists of all descriptions readily find 
generous supporters in the “Athens 
of America.” Not since medieval 
Florence and Rome has any city been 
such a soft touch for the long-hairs, 
or so prolific in patrons for deserv- 
ing-but-destitute deviators of every 
description. 

For generations Southwesterners 
have come to Dallas for entertain- 
ment ranging from operettas during 
the Summer and Metropolitan opera 
productions each Spring to rodeos 
and  vaudeville-resurrecting night 
clubs. Starlight Operettas are well 
patronized and well staged. Touring 
theatrical “road companies’ love 
Dallas, as well they should, because 
SRO signs are hung out every night 
in the theaters they play. In short, 
Dallasites are not only culture-con- 
scious, they’re culture-cooperating. 


Citation: Housed in a Dallas muni- 
cipal theater, famed Margo Jones’ 
amateur actors and actresses com- 
prise one of the best repertory 
groups in the country. Professionals 
who augment Margo’s casts are 
guaranteed at least a 30-weeks run 
in a season’s repertoire ranging from 
Shakespeare and George Bernard 
Shaw to premieres of one-acters 
written by blushing home talent. 
(Nothing burgeons the egoes of ac- 
tors and actresses so much as an 
alive audience). The Margo Jones 
shows emote before capacity houses 
year in and year out. 


Unique is the fact that this Dallas 


“little theater’ is circumscribed, cir- 
cumvented, and circumlocuted by odd 
physical surroundings. How come? 
How so? Here’s why: The audience 
surrounds the stage. 

Margo and Dallas are proud of 
this devious distinction. 


Bigger and Better 


Whatever it does, whichever wy 
its zestful energies turn, Dallas do-s 
things on the grand scale. 

Dallas does it is the _ unoffici.] 
Dallas slogan. “Bigger and bette ” 
could well be another motto. The - 
tricalism is in the blood of the e 
lusty, prime-rib people. 

Practical Ft. Worth competito s 
aver that Dallas Dynamics are ha 
actors, one and all; but they s.y 
that with tongue-in-cheek resery .- 
tions. Secretly they esteem ther 
bustling neighbors and kinfolk. 


Nobody can deny that these glo::- 
ous, gloating, grandiose Texas 
should be admired. They’re possib) y 
among the happiest and most sel - 
sufficient and self-satisfied people 1 
all the world today. 


Southern Charm 
—Northern Progress 


As an entity, Dallas is confused. 
Doesn’t know whether it should turn 
Eastward, Westward, or lapse into 
Southern Charm. Individual Dallas- 
ites aren’t confused, however. They 
know where they’re going—or think 
they do. They’re going ahead. Ran- 
dom examples: 


Dallas is particularly noted as a 
medical research center. The South- 
western Medical School of the Uni- 
versity of Texas (a Dallas institute) 
specializes in research on diseases 
and health problems peculiar to the 
Southwest. It’s heavily subsidized by 
Dallasites, and going ahead usefully. 


Water, that bugaboo of many me- 
tropoli, comes in abundance from 
Lake Dallas in Denton County. Stor- 
age capacity sufficient to supply a 
city of three quarters of a million 
population is already provided, along 
with a pumping and filtration plant 
with a daily capacity of 100,000,000 
gallons. Man-made lakes in the 
Trinity River conservation project 
will give the city large reserve water 
supplies on which to draw at any 
time they may be needed. Every- 
where an abundance of artesian water 
is available at depths of a few hun- 
dred to some three thousand feet. 
Many industries in the outlying dis- 
tricts drill their own wells. 


Get the point? Because it wants 
to go ahead, Dallas anticipates prob- 
lems and solves them in advance. 


Dallas also has complete facilities 
to make it one of America’s leading 
convention cities—more than 130 
hotels, large and small, and 90 tour- 
ist courts, with a total guest capacity 
of around 25,000; diversified enter- 
tainment and recreation; thousands 
of square feet of exhibit space; and 
whole-hearted hospitality on the part 
of the citizenship. Dallas’ eight larg- 
est downtown hotels, including the 
Hotel Adolphus and the Baker, have 
a total of more than 3,000 rooms 
alone. 

One more reportage, and we'll 
leave Dallas to its dreams of valor 
and grandeur. 


Perched 200 feet above scurrying 
pedestrians, the University Club of 
Dallas occupies a skyscraper pent- 
house. Amidst a cloud-bursting gar- 
den of flowers, grass, and shrubbery 
(not just weakling potted plants, but 
green, healthy, growing stuff) gather 
some of the friendliest, best-informed, 
go-gettingest gentlemen you'll en- 
counter in many a long day’s ride. 
It’s a grand privilege and a long- 
remembered experience to dunk 
crackers into your soup there. 


Here and elsewhere foregather 
committees of the “Council of 1,00)” 
—a unique, unofficial, amorphos 
amalgamation of leading citizens w10 
actually run the city, and run it we'l. 

Sojourning Texans from the oit- 
lands lunch at the Petroleum C!.bD 
and the Thirteen Club when tley 
visit Dallas. 

Imagineers who foregather in 
these clubs are inspiring and €x- 
hilarating fellows. They’re the Slt 
of the Earth, the Cream of the Cr: Pp, 
and the Hope of America. 

Just listening to these tall Texa.s, 
their tall stories, and their ta’ler 
dreams is an exciting experier cé- 
Somehow, when they’ve stopped br2g- 
ging, you'll believe that Dallas /1as 
just begun to fight, to grow, and to 
daminate. 

Godspeed these merry Texans! 
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AIR CONDITIONING & REFRIGERATION NEWS, FEBRUARY 13, 1950 


Dealers Tell How They Reduce Operating Costs; 
tnalysis of Service, Trade-Ins, Accounting Cited 


‘HICAGO — “How to reduce the 
co t of doing business is probably 
th most important thing on the 
miids of appliance dealers today. 
Tr s is of much more importance 
sir ‘e the war, due to lower discounts 
pli; increased costs in operations— 
ov ¢ which we have no control.” 

“his statement by J. K. Holley, 
Ge eral Appliance Co., Chattanooga, 
Te n., opened a panel discussion of 
thi topic at the recent annual meet- 
ing of the National Appliance & 
Ra io Dealers Association. Also on 
the panel were William Murray, Wil- 
lia1i Murray Appliances, Paoli, Pa., 
anc William Morris, W. J. Pettee & 
Co. Oklahoma City, Okla. 

Folley said the three phases of his 
operation that offer the best oppor- 
tunity of cutting costs are service, 
trade-ins, and increased volume. 

“We made a careful analysis of 
our service calls during the last six 


months of 1949 and were very much. 


surprised to learn that approximately 
150% of our in-warranty calls were 
due to lack of understanding rather 
than faulty merchandise,” he stated. 

“This was in spite of the fact that 
we maintain our own home econo- 
mist, who calls on all purchasers of 
new ranges, automatic washers, and 
electric sinks. 

“We have also, in a half-hearted 
manner, insisted on our salesmen 
calling back on customers within 48 
hours after delivery. Sometimes they 
did, and many times they did not. 
We now have adopted a system that 
we used pre-war, whereby we will 
not pay commission until the sales- 
man turns in a user call report signed 
by the customer. 

“We are holding training sessions 
with salesmen on just what are the 
important things to explain on each 
appliance. This should eliminate at 
least 90% of these useless and costly 
service calls. If this is accomplished, 
it will mean a substantial saving in 
our sérvice operation. 

On the subject of trade-ins, Holley 
said: 

‘T believe you will all agree that 
trade-ins are the biggest headache in 
our business today. We plan to re- 
duce our cost of doing business in 
1950 a substantial amount by watch- 
ing and supervising our trade-ins 
much closer than we have in the past. 


Serviceman Checks Trade-Ins 


“My company operates four stores, 
and up until a few months ago, each 
store manager appraised all trade-ins 
for his salesmen. Due to their ambi- 
tion to get volume, we found that 
in many instances, they were trading 
entirely too high. 

“We now have a member of our 
service department thoroughly check 
the proposed trade-ins for mechani- 
cal conditions, and make an estimate 
of cost of putting them in good sale- 
able condition. With this informa- 
tion, we have found that we can 
trade much more intelligently.” 

Continuing, Holley reported that, 
“We are now giving all of our sales- 
men much more intensive training 
than in the past. We are constantly 
drilling them on the superiority of 
our products, so they will be in a 
position to sell the quality of our 
merchandise rather than depending 
on out-trading competition. 

“We have also entered into an 
agreement with the Chattanooga 
Technical Institute whereby they will 
recondition our trade-in ranges and 
refrigerators at no charge. We, of 
course, are to furnish parts. If we 
find this service satisfactory, it will 
Save us hundreds of dollars a year.” 

Regarding increased volume, Hol- 
ley said, “We are increasing our sell- 
ing organization about 25% over 
1949, believing it to be the means 
of ‘nereasing our volume a minimum 
of 15%. If this is accomplished, it 
sheild, according to my office man- 
ager, increase our profits approxi- 
ma ely 18% to 20%, or about 1.5% 
bet er net before taxes on our over- 
all »>rofit.” 

} urray, whose company has seven 
salesmen and a large service organi- 
zatin, described some of the forms 
and types of paper work used to 
adv ntage. 

‘J. the operation of our business 
Wwe ave not put in all the cost 
acco inting methods due to the fact 
that the business does not warrant 
it, bit we have installed some de- 
rartiients that are producing lower 
°per- ting costs,” he said. 

“1. Sales elements. A. Sales by 


departments. B. Sales by lines of 
merchandise. C. Sales by salesmen. 

“2. Purchases and cost of goods 
sold elements. A. Purchases by de- 
partment. B. Purchases by lines of 
merchandise. C. Inventory of units 
and value of merchandise by depart- 
ments. 

“3. Expense elements. A. Expenses 
by classes or types. B. Administra- 
tive. C. Selling. 

“4. Profit or loss. A. Gross profit 
or loss for each department. B. Gross 
profit or loss for each line of mer- 
chandise. . 

“In endeavoring to break down the 
items that seem to be losses in any 
appliance business, we attack the 
loose ends which have to do with 
materials for repairing and for serv- 
icing, particularly where many men 
are involved. 

“In our case we have better than 
12 trucks that do _ service work, 
carrying floating inventory. At 
periodic times we take a physical 
inventory and check it against their 
cards which are carried in the office. 


Work Order for Each Job 


“The first requisite is that they 
must have a work order for each job, 
and if they requisition the stock from 
the stock room, they must make out 
a material requisition which is num- 
bered and which they sign. 

“If we do not have the merchandise 
or material in our stock room or on 
the truck, they are required to make 
a procurement request which is 
turned into the stock room or the 
purchasing department and in turn 
it is ordered. This request must carry 
the customer’s name, the work order 
number, and a description of the part 
needed. ; 

“From this request a purchase 
order is made up in the purchasing 
office where it is classed as a special 
order and a tissue follow-up copy 
cross indexed under the customer’s 
name. When the purchase order is 
filled, the incomplete work order is 
pulled out and the job completed. 

“On merchandise that is carried in 
inventory, the serviceman must show 
the truck number alongside the 
item used on his work order. Or, if 
it is requisitioned in the morning or 
during the day, it must show that it 
was requisitioned by placing an “R” 
beside it. 

“When these work orders are 
turned in at night or the following 
morning they are split—the white 
copy going to the stock room where 
the material requisitions are checked 
to make sure that material is charged 
on the work order, and where stock 
is used off the truck, this copy is 
used to reimburse the stock on the 
truck. 

“The work order is made up by 
the dispatcher when the service call 
is received. This work order is made 
up in triplicate. The pink copy is 
kept to be used as a numerical file 
to be sure that work orders do not 
get lost. 

“IT have explained the use of the 
white and yellow copy. After the 
white copy of the work order is 
priced and labor extended, a service 
bill is sent out. These service bills 
are sent out about every five days, 
not daily. 

“The work orders are then pro- 
cessed with many more on the book- 
keeping machine and are posted to 
the ledger card and the service 
journal. This is all done in one op- 
eration by an accounting machine. 
The white copies are then filed in 
alphabetical sequence. 

“These work orders must tie in 
with the time sheets which are 
turned in daily by the men. They 
must have a work order for each 
job, and the time on the work order 
must agree with the time turned in 
on the time sheet. These time sheets 
are checked out daily from the work 
order and are put into a file by name, 


.and then forwarded to the payroll 


department. 

“The labor cost account must wash 
out monthly. In other words, all the 
money that we pay out for labor 
that is used for selling of service 
must wash out with the amount sold. 
There cannot be any debit or credit 
balance at the end of the month. If 
there is, we check until we find the 
difference; this account must be com- 
pletely washed out at the end of the 
month. 

“This has been a source of trouble 
in many organizations and can add 


up to three or four hundred dollars 
a month in lost labor if the time 
sheet and work order proposition is 
not worked religiously. The thing 
that we find has eliminated a lot of 
loose ends is the purchase order re- 
ferred to earlier. 

“The purchase order is made out 
by the purchasing office from pro- 
curement requests which carry all 
the information necessary for the 
ordering of parts. It also shows the 
inventory count of the item being 
ordered. 

“The procurement must have the 
signature of the person ordering and 
the purchase order must be signed by 
me personally; no other party in the 
organization can do it. The purchase 
order in all cases carries a complete 
story of the product to be ordered, 
which saves a lot of lost motion in 
ordering parts. 

“It must be complete because there 
is a lot of time wasted in many or- 
ganizations with orders being re- 
turned for lack of information, as 
model numbers, serial numbers, etc., 
which is time consuming. When the 
parts or materials are received they 
go immediately to the job or person 
for whom they were ordered. 

“Another item which we have used 
to great benefit is the debit memor- 
andum. This debit memo is made 
out when any parts are returned for 
credit. These are parts shipped in 
error, shipped for replacement and 
are sent in when the old part goes 
back. 


“We debit our distributor by means 
of this memorandum. In the event 
the distributor fails to credit us, 
these debit memorandums are de- 
ducted from our statement when we 
pay these bills. 

“The debit memo is also very use- 
ful in the receiving of credit for ad- 
vertising. Many distributors hold up 
your advertising credit on cooperative 
advertising four and five months. 

“In many organizations’ these 
credits are forgotten about com- 
pletely. Such is not the case when 
you use this debit memo. These 
things are very important and turn 
up every time you pay your bills to 
haunt you and in turn to deduct 
them from the account. 


*‘DM’s’ Insure Action 


“You will find that in using this, 


the distributor won’t let these DM’s 
ride along from month to month. 
They will clean them up because you 
are deducting them from the amount 
they have coming to them and they 
won’t put up with that very long 
without digging into it. This is par- 
ticularly true where _ advertising 
claims run into many dollars. 

“We use a special purchase order 
form to order parts for replacement 
that are in guarantee called the RXH, 
Same as the purchase order except 
for color. This is used in cases where 
the machine is still operative and the 
part is left on and is not returned 
until the new part is received and 
installed on the machine in trouble. 

“We maintain a card file on all 
major appliances. The card is origin- 
ally attached to new merchandise as 
it comes in and as it is sold it be- 
comes a user card in our file with 
ready information for purchase 


orders, RX’s, or debit memos in the 
event the serviceman does not get the 


information. On appliances which we 
did not sell but are servicing, we use 
a blue service card. 

“Another thing that we use is a 
yellow tag to tag all parts regard- 
less of their condition for return to 
the stock room where they are sur- 
veyed out or returned for credit. 

“The big thing, of course, that has 
been a help in the operation of the 
administrative end of the business is 
the accounting machine, which will do 
most of the work of old hand-written 
accounting that many of us have 
known for years. 

“The accounting machine will post 
to the deposit slip, cash receipts 
journal, accounts receivable ledger 
card, sales summary, and statement 
all in one operation. Deposits slips 
and rewriting of checks received 
through the mail is eliminated. 

“The same thing is true of the 
W. O., as I covered lightly under 
work order. The work order is posted 
to the ledger card and to the serv- 
ice journal and statement in one 
operation. 

“In making up the payroll on the 
accounting machine it makes out the 
check, the deduction tab, the payroll 
journal, and the individual earning 
record, and gives you accumulative 
social security and unemployment in- 
surance total, which cuts down end- 
less adding of figures each quarter, 
and makes it easy in making W2 
forms early in January. 

“These few operations give you 
daily control of the business opera- 
tion as follows: 

“1. Accounts receivable control, 
total outstanding and individual ac- 
count posting to date. This gives you 
a good credit control and a system 
that gives a history of each account. 

“2. Daily sales by department, total 
sales, and sales by salesmen.” 
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REFRIGERANT 
DISTRIBUTORS 


® Economical to Install 
® Assures Equal Distribution 


® Capacity Balanced to Load 
by Means of 
Interchangeable Nozzle 


® Available as Separate Device | 


to Permit Use of Standard 
Valves 


®@ Provides Maximum Coil © 
Efficiency 
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THERMOSTATIC 
EXPANSION VALVES 


® Flare, Sweat or Flange 
Connections 

® All Parts Accessible for 
Cleaning or Inspection 

®@ From 1 to 50 Tons Freon 


The Only Thermostatic Expansion 
Valves with Selective Charges 


SOLENOID 
PILOT CONTROL 


® Tighter Closing than Ordin- 
ary Solenoid Valves 


® Economical to Install 
® One Size Fits All Jobs 


® Costs No More than a Ten 
Ton Solenoid Valve 
Regardless of Load 


® Positive Liquid Line Shutoff 


STRAINERS 
® A Complete Line for All 
Purposes 
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AIR CONDITIONING & REFRIGERATION NEWS, FEBRUARY 13, 1950 


The Dallas Story 


Old-Time Specialty Selling Still Moves Most 
Of Household Appliances In Busy Dallas Area 


All kinds of retail outlets sell 
refrigerators and major appliances in 
Dallas—appliance stores, department 
stores, auto supply stores, a drug- 
store chain, and a combined grocery 
store and locker plant (however, no 
grocery store chain is making any 
inroads in the field, such as is going 
on in Houston). 

But, it is noteworthy that the out- 
standing sales job—accounting for 
the major part of the volume—is 
being done by dealers who specialize 
in old-time tried and true specialty 
selling and promotion methods. 

Contests for salesmen, door-to-door 
canvassing, club demonstrations, floor 
demonstrations, and other methods 
that were useful in getting orders in 
the tough selling days of the thirties 
aren’t out of fashion in Dallas. 
They’re being used by the appliance 
retailers who are getting the busi- 
ness. 

Most of the Dallas dealers are 
generally optimistic—and it’s not just 
Texas optimism—but an honest be- 
lief that they are selling a desired 
product in a good market. They have 
their problems—trade-ins being a big 
one (covered elsewhere in this issue) 
but they are expecting 1950 to rank 
with the last two years—and perhaps 
go ahead on some items. 


Leading Dept. Store Works 
On Big Backlog of Users 


Department stores are in the appli- 
ance retailing field in Dallas, but 
trade circles believe they are not the 
factor that they are in other cities. 
It is said that in Ft. Worth, for 
example, department stores may pos- 
sibly account for the lion’s share of 
the refrigerator business, but this 
is thought not true in Dallas. 

Best job in appliances among de- 
partment stores is being done by 
Titche-Goettinger. Trade sources put 
the 1949 refrigerator volume of the 
Titche store at 3,000 units, more or 
less, and this is said to be three to 
four times as great as that done by 
any of the other stores. 

Titche has a fifth floor location for 
its sizable appliance department. A 
longtime exclusive Frigidaire outlet, 
it has a backlog of users to work 
on, and its merchandising methods 
are characterized by heavy emphasis 
on store and home demonstrations, 
and also by contests for salesmen and 
other old-time aggressive merchan- 
dising methods. Salesmen work both 
in and out of the store. 

Both Sanger Bros. and A. Harris 
& Co. have impressive-looking appli- 
ance departments and are apparently 


aiming towards snagging a greater 
share of the business. Sanger’s has 
a large and modern appliance annex 
in the ground floor of a _ building 
across the street from the main store. 
The A. Harris & Co. appliance loca- 
tion is on the ground floor of the 
company’s main store, with a corner 
location providing a generous window 
display area. 

Trade sources feel that Sanger’s 
“Thrift Club” plan which amounts to 
virtually a discount, should give the 
store some advantage. The plan pro- 
vides that for each purchase a cer- 
tain credit is given to each customer 
enrolled in the plan, and at the end 
of the year these credits are totaled 
up and presented as a sort of rebate 
or bonus which the customer may 
spend in the store. 


Shop’s Series of Contests 


Keeps Men’On Their Toes’ 


A choice of compensations and a 
steady stream of sales contests that 
offer worthwhile incentives are keep- 
ing a staff of 23 appliance salesmen 
producing a large volume _ business 
for the Good Housekeeping Shop at 
3133 Knox Ave. in Dallas. 

According to Bill Heslop, assistant 
to the manager, the store has had 
little trouble holding the interest of 
its salesmen and keeping them on 
the payroll. 

When a man goes to work for Good 
Housekeeping, he is offered his choice 
of compensations. He may either 
take a straight 10% commission or 
take a $125 to $145 per month salary 
plus a 3% commission plus a 144% 
bonus if he exceeds a certain annual 
volume. 

“These plans have appeal to both 
the type of man who likes to make 


rs 
vy 


Relays 


for protecting 


Motor Starting 


Motor Protectors 


and starting Hermetic Units 


You simply cannot beat this combination of Klixon Dome-Mounted Protector and Klixon 
Motor Starting Relay for protecting and starting 4 hermetic compressor. 

Klixon Starting Relays start motors surely and quickly. Their positive action and long 
operating life eliminate starting troubles. 
Klixon dome-mounted Protectors prevent motor burnouts in the hermetic units. Installed 
on the dome, where they accurately follow every temperature change, they shut 

the power “off” should motor become dangerously overheated preventing possible 

motor burnouts. This positive overheat motor protection eliminates most service calls, 
reduces replacements and factory returns. 
As a manufacturer or user of hermetic units it will pay you to use and specify Klixon Starting 
Relays and Klixon dome-mounted Protectors. 


In this sales conference room, the Good Housekeeping Shop's 23. appliance salesmer 
gather every morning and compare standings in the highly competitive sales contest 
invariably going on. The roulette wheel on the wall, the easel containing informatio: 
on current contests, and blackboard showing salesmen's records are essential props 


a lot of money at one time and to 
the man who prefers to have a little 
security,” Heslop explained. 

“In the end, both plans offer the 
man about the same reward for his 
efforts. The straight commission man 
will get big checks during the sum- 
mer months and lean ones during 
the winter. The salary plus man will 
get a certain minimum all year 
around.” 

To spur the men on at strategic 
periods when sales would normally 
be low, the Good Housekeeping Shop 
stages contests to keep-volume at a 
high level. 

“We would rather spend money in 
extra rewards for our salesmen 
where we know we will get good 
results than to pour it into some 
promotion of doubtful value,” Heslop 
asserted. 

“The store sets aside 1%% of its 
volume each year for sales contests,” 
he said, “and that amounts to quite 
a bit of money.” 

Prizes range anywhere from an 
extra few dollars to an.airplane trip 
to Mexico City for the salesman and 
his wife. In between are dinners, 
fishing trips, a choice of major ap- 
pliances, clothing, and _ substantial 
amounts of cash. 


‘Friday 13th’ Contest 


The nature of the prize, naturally, 
varies with the nature of the con- 
test. For instance, a one-day con- 
test, held on Friday the 13th, brought 
$13 extra to a high-selling salesman. 
The trip to Mexico City was given 
to a top-ranking salesman in a con- 
test that covered a month’s selling 
period. 

A roulette wheel set up in the sales 
conference room is a great aid in 
sparking interest among all the sales- 
men in the contests. In many con- 
tests, Heslop explained, the salesmen 
receive one spin on the wheel for 
every major appliance they sell. High 
number wins the prize. 

Thus, a man who sells only one 
product has as good a chance to win 
as the man who sells the most. But, 
with a spin for each product he sells, 
the odds are on the man who moves 
the greatest volume. 

The Friday the 13th contest was 
decided by the roulette wheel. In this 
instance, the winner was not the man 
who sold the most appliances. 

To indicate how effective the sales 
contest idea is in stimulating sales 
during naturally slow periods, Heslop 
related the company’s experience 
with a contest during the week be- 
tween Christmas and New Year’s. 


‘Between Holidays’ Contest 


“Everybody has a let-down during 
that week,” he said, “salesmen—like 
everyone else—do not feel like work- 
ing very hard between the holidays. 

“So, to keep them on their toes, 
we offered an extra ‘spiff’ on certain 
major appliances that week and an 
extra $25 to the men who sold one 
major appliance every day. Not just 
an average of one a day, mind you, 
but one appliance on each of the five 
days. 

“When the five-day period was up, 
some of the salesmen collected up 
to $85 over their regular commissions. 

“Our distributor, too, has joined in 
sponsoring sales contests. For in- 
stance, in December, little more than 
a month before the big dealer meet- 
ing when the new 1950 Frigidaire 
models were to be introduced, he 
announced a contest designed to move 
all old stock off our floors before the 
new models hit the market. 

“He offered to the man who sold 
the most Frigidaire units before a 
specific date—about a week before 
the dealer meeting—a hotel suite in 
Fort Worth (where the meeting was 
held) for his wife and himself, free 
dinner, drinks, and $25 in ‘pin money’ 


Sea 


Salesman L. G. Goodnight (I.), who won 

the Mexico City trip, looks on as com- 

pany president, Sam C. Hagy, checks 
his spin on the roulette wheel. 


for the day of the meeting. 

Heslop pointed out that another 
device used by the dealership in 
keeping its salesmen well-informed 
and keenly interested in their jobs is 
a regular morning meeting. 

Usually, some representative from 
the factory or the distributor is on 
hand to give the men first-hand in- 
formation on the products they sell. 
When no outside representative at- 
tends, the store manager and com- 
pany president, Sam C. Hagy, uses 
the meeting as a “pep” rally or 
throws it open for a free discussion 
of selling problems by the salesmen 
themselves. 

With such a large staff, each sales- 
man is only required to spend one 
half a day per week on the sales 
floor. The rest of the time he is on 
the outside, following up his own 
prospects. 

When the prospect has an old ap- 
pliance she wants to trade-in, the 
salesman uses the Narda trade-in 
guide to make his estimate, Heslop 
stated. However, the salesman in- 
forms the woman that all estimates 
must be approved by a “supervisor.” 

The salesmen are instructed to 
keep their estimates low, he said. In 
this way, if the prospect is dissatis- 
fied with the salesman’s estimate 
telling her that the supervisor must 
give the final approval, leaves the 
supervisor with the opportunity to 
raise the “ante” a little if he thinks 
the old unit is worth the extra 
money. 


Club Demonstrations Turn 
Up Prospects for Dealer 


Group demonstrations have been 
the payoff promotion for E. R. Mc- 
Cauley at the Homemaker Shop on 
West Jefferson in Dallas. 

Demonstrations which McCauley 
puts on are the old style ‘club 
demonstrations,” widely used bx fore 
the War, and perhaps not known by 
dealers who may have come into the 
picture since 1945. 

Basic elements of the plan are 
these: a church or social g7oup 
makes contact with the dealer (0 
vice versa) and the dealer offeis 5° 
much per head (usually 25 o 50 
cents) for each woman that wi!’ at 
tend a demonstration of appliences 
at a specific date. The demonstr tion 
is held either in the church or 
social hall, or in the dealer's :' 

A complete and interestingly 
sented demonstration progra! 
presented which provides a con 
job of explaining and selling th« 
tures of the various appli 
which the dealer handles. All 
attending register, and usuall; 
registration card calls for some 
cific response about the parti’ 
appliances in which the indi\ 
may be interested. A door prize 
drawing may be a feature, and ust 
ally some inexpensive premiu" 18 
given to each attendee. . 

Do these “club demonstrations 

(Concluded on next page/ 
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3209 Knox 326 W. Jeff. 
Proven Sales Methods L-1586 HOMEMAKER SHOPS Y8-1494 
‘ L-0890 Y2-8060 
Move Dallas Appliances 
Name 
(Concluded from preceding page) Addres 
cach on? McCauley has a waiting City — No ZAI OY/ 


lis's of groups who want the deal. 
He has demonstrated to as many as 


30 in a church setting; in the store 
its:1f he will seat around 75 persons 
fo! a demonstration. 


The next appliance you will be interested in 


Washer. 


Refrigerator sees 


)o they pay off for the dealer? _ 
McCauley says this type of demon- lroner. Televisi 
str ition turns up the best possible e 
grup of qualified prospects, and he Home Freezer tove—Gas 
cai't remember a demonstration at Vestatoad Stove—Elecirie. 


wh ch he didn’t make at least one 
im:nediate sale. 

}sut McCauley says that the follow- 
ing considerations are important to 
get ing the most out of such demon- 


This is the card that the Homemaker's Shop salesmen collect at club demonstrations. 
In order to be eligible for prizes given away at the demonstration, the prospect must 
indicate the appliance she next plans to purchase. 

and time-saver to the salesman on his follow-up. 


Such information is a big help 


str: tions: 
“first, use men to do the demon- 
strations, not women. A man, par- 


that a different man demonstrates 
each of the appliances. This sus- 


ticularly a salesman to whom sales 
mein a living, will do a much better 
selling job than a woman. And a 
man generally speaks with more con- 
viction about appliances. 

“Second, set up the program so 


tains interest, and also results in a 

better job of demonstrating. 
“Third, try to hold the demonstra- 

tion in your store, if possible. We 


store, and all the appliances in op- 
eration. There are several reasons 
why the store is to be preferred as 
the location for the demonstration, 
one of the biggest being that you 
don’t feel hampered about going 
ahead with a down-to-earth selling 


A look at the above picture would lead most people to believe that they are viewing 
an appliance store. Actually, it is one of the drugstores in the Skillern chain in Dallas, 
which sells major appliances. However, the drug chain as yet has not become an 
important factor in appliance retailing in Dallas. 
* oe * © 


is well enough pleased to continue 


11 


have a model kitchen set up in the job 


Survey of Dallas Major Appliance Dealers 


What major appliances are you now handling? 
Almost all dealers (30 reported in the survey) said they were 
handling a -complete line of appliances which included refriger- 
ators, home freezers, ranges, washers, driers, ironers, and water 
heaters. However, on room air conditioners and dishwashers 


the results were: 


Room air conditioners 
Dishwashers 


eee eeeeeeee 


What % of your total dollar volume is in refrigerators? 
of dealers reported more than 60% (top 80%) 


7% 
13% 
10% 
30% 
40% 

What % of 

7% 

3% 
20% 

7% 
10% 

3% 
47% 


of dealers reported 
of dealers reported 


of dealers 
of dealers 
of dealers 
of dealers 
of dealers 
of dealers 
of dealers 


of dealers didn’t have 


Do your salesmen work outside the store? 
40% of dealers answered “yes.” 


How are your salesmen paid?* 
Straight commission 
Salary and commission 
Other plans 

Do you take trade-ins? 

86% said “yes”; 14% said 


Do you recondition and sell them yourself? 


65% said “yes”; 35% said 
Do you use the meter plan? 
13% said “yes”; 87% said 


How do you finance sales on the instalment plan?* 


Handle Own Paper 57% 
Bank 40% 
Finance Company 27% 


Do you operate your own service department? 
70% said “yes”; 30% said “no.” 


If so, do you find it profitable? 


62% said “yes”; 29% said “no”; 414% said they break even; 
414% said they didn’t know. 


Do you offer service contracts? 


19% of those who operate their own service department said 


“yes”; 81% said “no.” 


Whet are your biggest problems in appliance selling today? 
Most often recurring problems mentioned were: 


Getting good salesmen 
Wholesalers selling at retail 


Competing with big stores on credit terms 
Finding prospects with good credit 


Getting merchandise 
No particular problems 


Whe: has been your most effective promotion? 
Most frequently mentioned ideas were: 


Newspaper advertising 
Good service 


Home, club, or store demonstrations 


Salesmen’s contests 
Did no conscious promotion 


*Per, ‘ntage total does not equal 100 because some dealers use more than 


one p'an. 


of dealers reported less than 50% 

of dealers did not have figures. 

your total dollar volume is in home freezers? 
reported 8% 

reported 6% 

reported 5% 

reported 3% 

reported 2% 

reported 1% 

reported 144% 


“Fourth, design the registration 
cards so that they give you some 
useful information. Ours (see illus- 
tration) attempt to get the prospect 
to specify exactly what appliance she 
may consider purchasing in the next 
12 months. To assure the cards be- 
ing filled out, it is a, good idea to 
make their being filled out a require- 
ment for the prospect to be a can- 
didate for the door prize.” 

What’s the cost of one of these 


Now Sell _Plan To Sell demonstrations? McCauley says they 
rene 7 7 will average about $75, plus the 
57% % amount they pay to the group on the 

ti a ae 57% 0% per-head basis. 


Drugstore Only Accounts 
For Small Share of Volume 


Major appliances being sold in a 
drugstore chain could be a very signi- 
ficant piece of news, but as it’s being 
practiced in Dallas it is not of earth- 
shaking importance. 

The Skillern Drug Chain has been 
selling major appliances in some of 
its outlying and suburban stores, but 
the volume of business has been rela- 
tively small. It siphons off a certain 
amount of business from the regular 
outlets, but as yet there has been 
no evidence of any tendency on the 
part of customers to switch their 
shopping habits on appliances to 
drugstores. 

It is understood that the head of 
the chain, who instituted the plan, 


but unless changes are made in mer- 
chandising, no big increase in volume 
may be expected. 


Special Plan Gives Appliance 
Customer 28 Months To Pay 


A “plan in 3’s’” that combined low 
down payment with a kind of a 
deferred payment plan was launched 
on Leonard refrigerators by White’s 
Auto Stores early in January. 

Purchasers of refrigerators taking 
advantage of the plan would pay $3 
down, and only $3 per month in the 


‘““cold months” of February, March, 


and April. 

Regular payments at a _ higher 
monthly rate would begin in May, 
and continue for 24 months, giving 
the purchaser 28 months to pay. 


DON’T MISS THIS 
60% 
50% 


IN 1950 


figures. 


79% (of dealers with salesmen) 
17% 
12% 
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“a?” 


we ag 


THE 
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23% 
13% 
13% 
T% 
T% 
20% 


HT! 


PLUS PROFIT 
OPPORTUNITY 


ee 
as 


30% 
13% 
13% 
10% 
10% 


@ Counterbalanced Lid. 
@ Latch has Locking Lever. 


@ Temperature Control. 
work at all 


@ Temperatures as low as 15° below zero! 


@ Automatic Guardian Bell rings if current fails. 


Yes, there’s money in selling Philco Freezers. But for 


locker plant operators, the sale of a Philco is only the 
beginning of new profits... from increased sales of 
packaged frozen foods and from greater demand for 
processing service. Find out now why so many locker 


plants sell the sensationally popular Philco Freezer. 


ull 
PHILCO FREEZER 


... perfect team-mate for the rental locker 


Renrat rockers for bulk storage of customers 


HILCO DH-41 
4 CUBIC FEET © 
_ Other sizes 
available | 


frozen assets’ — 


plus handy 4 cu. ft. Philco Freezers for home supplies, making frozen 
foods available for every meal. That's the combination that is keeping 


business humming in a// departments of many successful locker 


plants. And you'll find a Philco easier to sell because of its greater 


public acceptance... its exclusive features and efficient, care-free 


operation . . . its deluxe appearance. Yes, from every standpoint, the 


Philco Freezer offers locker plants the greatest plus profit opportunity 


of 1950. Write today for the facts—to Philco Corp., Phila. 34, Penna. 


Available in 4 and 8 cu. ft. sizes to fit your customers’ needs 
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DALLAS, Tex.— Although many 
in the air conditioning and refrigera- 
tion industry have agreed that a 
heat pump system which attained a 
coefficient of performance in the 
range of 3 to 4 would be economically 
satisfactory, all other conditions be- 
ing favorable, they were presented 
with new goals at the 56th annual 
meeting of the American Society of 
Heating & Ventilating Engineers 
here. 

With a conventional “Freon-12” 
heat pump, a c.o.p. as high as 8.8 is 
ideally possible, declared Prof. John 
F. Sandfort of Iowa State college in 
presenting a technical paper entitled 
“Thermodynamic Criteria for Heat 
Pump Performance.” 

It is unlikely that this 8.8 figure 
would be reached, he indicated, how- 
ever, due to the inevitable losses, but 
he did suggest that systems other 
than the simple vapor-compression 
eycle offered possibilities for even 
higher c.o.p. ratings. 

“If the ideal Carnot cycle were 
attained, a c.o.p. of 10.09 would be 
theoretically possible, but this, too, 
could be raised to 14.53 with an ideal 
air cycle,” Sandfort claims. 

“The maximum possible coefficient 
of performance can be attained by 
certain ideal gas (air) cycles,” he 
asserted, adding that a study of 
several such cycles has been made 
and will probably be published. 

Interest in the air cycle as a 
practical means of refrigeration has 
been reawakened in very recent years 
by its application to cooling of high 
altitude airplane cabins, and thus 
might conceivably have practical ap- 
plication in heat pump use. 

In fact, Sandfort said that “some 


air cycle heat pump equipment has 
been developed in Switzerland and 
others have been proposed in this 
country. 

“Thermodynamically, a heat pump 
is an apparatus for causing heat to 


flow from a low temperature energy’ 


source or reservoir to a higher tem- 
perature space. The natural reser- 
voirs available on earth are the 
atmosphere, surface water such as 
rivers or lakes, well water, and the 


earth itself. In certain situations, 
artificial or man-made _ reservoirs 
such as low temperature waste heat 
from industrial processes can be used. 

“Experience has shown that the 
most practical way to operate a heat 
pump for space heating is by some 
steady flow process. The _ usual 
method of extracting energy from the 
reservoir is to pass the medium of 
the reservoir itself through the heat 
pump in steady flow, in which case 


it would be rejected back to the 
reservoir at some lower temperature. 
“An obvious exception,” Sandfort 


_said, “would be the use of the earth 


as a reservoir. In this case a refrig- 
erant or other secondary fluid would 
be circlulated through the earth. 
“Likewise, the usual method of 
supplying heat to spaces consists of 
circulating air in steady flow from 
the space, through the heat pump, 
and back to the space at some higher 


Packaged Unit In Women’s Specialty Shop Enables Store To 
Concentrate on Garment Fittings During Hot Summer Months 


PHILADELPHIA — Installation of 
a package air conditioning unit has 
resulted in a substantial increase of 
business in a ladies specialty shop 
as well as reducing the returns of 
garments by at least 90%. 

“Although summer should be a 
good selling period for ladies wear 
and garments, we have always noticed 
a slackening off,’ says Fineberg, 
owner Dee’s Ladies Specialty Shop, 
“because women wouldn’t' spend 
enough time in our store and also be- 
cause we refused to allow them to try 
on such garments as corsets and 
girdles because perspiration made 
them unsaleable if they didn’t buy 
them. 

“Then when women did buy these 
items without a fitting, half of them 
came back for returns. This cut our 
sales and returns didn’t help our 
reputation.” 

Soon after a 5-ton package unit 
was installed in the store, Fineberg 


Note how air conditioner fits flush with 
wall of store. 
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AIR CONDITIONING ¢ REFRIGERATION ¢ or AIR MOVING JOB 


WITH THE COMPLETE CURTIS LINE 


A CURTIS Franchise 


is MONEY 


IN THE BANK 


With the addition of new 2, 3 and 8-ton package 


type and 30 and 40-ton remote type air conditioners 
to the comprehensive Curtis line, the Curtis dealer 

is in his best position in history. Long known for 

their performance record, Curtis Packaged 

Air Conditioners are built to operate efficiently with 


minimum installation and maintenance costs. 


Supported with big, colorful full page advertisements 
in the Saturday Evening Post, Time, Newsweek and 


many other consumer magazines, plus an 


assortment of powerful sales promotion helps, 
the Curtis dealer will find Curtis equipment is recog- 


nized and wanted by consumers everywhere. 


CURTIS Refrigerating 
Machine Division 
of Curtis Manufacturing Company 


1912 Kienlen Avenue, St. Louis 20, Mo. 


-* 


Packaged Type 
2’, to 8 tons 


Ceiling and Floor Type 
Air Handling Units 


Condensing Units 
V4 H.P. thru 40 H.P. 


Central Type 
10 and 15 tons 


Evoporative Condensers, 
ond Cooling Towers 
to Match 


noticed that women lingered longer 
in the store. They took more time 
out to examine the other merchan- 
dise that he stocked and they also 
lingered here by talking to other 
neighborhood customers. 

And the longer they stayed in the 
store, the more they purchased. In 
addition the store was able to con- 
struct four fitting booths because 
after customers stayed in the store 
awhile, selecting their garments for 
a fitting, they no longer perspired. 
And fittings could then be made. 

The unit was placed in a stock 
room in the rear of the store and the 
cooled air piped into the store by a 
system of sheet metal pipes and vent- 
ing units. The fitting booths partitions 
were built so that they did not reach 
the ceiling and the cool air was able 
to circulate in them. 

“Instead of selling a few dozen 
bathing suits during the summer 
months, our sales jumped to several 
gross,” Fineberg reports. “Young 
women were able to try them on and 
other customers in the store took the 
opportunity to see how others looked 
in them. In this way, not only were 
we able to sell a customer interested 
herself in a suit, but by modeling it 
for the other women in the store, 
helped to stimulate interest in the 
others.” 

The unit does not take up much 
floor space as it is flush against the 
stock room wall. What it did for 
sales the first summer that it was in- 
stalled more than paid for the unit 
and Fineberg says that the small 
additional charge that he has on his 
electric bill for operation of the unit 
is chargeable to advertising. 


Warehouse-Office Building Goes 
Ahead for Mercer Distributing 


FORT WORTH, Tex. — Construc- 
tion work is going forward on a new 
warehouse and office building for the 
T. E. Mercer Distributing Co. in the 
900 block of North Main. It will cost 
an estimated $95,000. 

The offices will be air conditioned 
for summer and winter use. The 
Lone Star Gas Co. will install air 
conditioning and heating units, it was 
stated. 


Appliance Mfg. Co. Appoints 2 


ALLIANCE, Ohio—The Appliance 
Mfg. Co., here, has announced the ap- 
pointment of two new district man- 
agers. Those named are H. J. Zehner, 
Albany, N. Y., for western New York 
state and C. O. Nelson, Oshkosh, Wis., 
for Wisconsin. 


Higher Goals for Heat Pump Performance Seen (In Theory) with Air Cycle System 


temperature. An alternate arrange. 
ment would be water circulating 
through radiators, or preferably, jow 
temperature panels. 

“In any event, a fluid is employed 
which has its temperature raised in 
passing through the apparatus. ((ne 
unique exception would be a paie] 
heating system consisting of a refr g- 
erant condensing in pipes embed eq 
in the walls. At least one such s s. 
tem has been built.) Finally, sh ft 
work must be supplied to the ap) a- 
ratus. Electric motors are usue y 
employed for this purpose, but .- 
ternal combustion engines have a so 
been used to a limited exten .” 
stated Sandfort. 

“Experience has shown. that | \e 
practical way to design and oper: ‘e 
a heat pump is as a steady fiw 
apparatus in which fluids enter a qd 
leave the equipment with falling or 
rising temperatures. The amount >f 
temperature change in these flu)is 
will depend on their mass rates >f 
flow which are limited by fact: :s 
such as permissible air changes, fr - 
tion drop, noise, circulating fan, aid 
pump horsepower. 

“The minimum conceivable wok 
required to change the state of these 
fluids between specified limits cin 
be evaluated by calculating their 
change in availability. Thus,” con- 
cludes Sandfort, “a relatively simple 
method can be used for evaluating 
the performance for the various ideal 
and operating heat pump cycles of 
common engineering installation.” 


Courthouse Cooling Contract 
Let with New Specifications 


FORT MYERS, Fla.—A_ contract 
to air condition the county court- 
room and petty jury room in the 
courthouse was awarded recently by 
the county commission to E. M. Lant 
on a low bid of $11,949.20. 

The board asked for bids last year 
but refused them because of differ- 
ences in interpretation of the specifi- 
cations and re-let the bids with new 
specifications worked up by an engi- 
neering consultant. 


J.E. Davenport Heads Lundy Co., 
New York City Commercial Firm 


NEW YORK CITY—The E. A. 
Lundy Co., Inc., 205 E. 43rd St., 
operating in the railroad air condi- 
tioning and refrigeration fields, has 
announced the election of J. E. 
Davenport as_ president, effective 
Feb. 1. 

Davenport was formerly associated 
with the New York Central Railroad 
and through the war period served 
as vice president of engineering with 
the American Locomotive Co. 
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DIFFUSING TYPE 
ME UNIT HEATERS 


EST.1866 


he LOW PRESSURE 
STEAM & HOT WATER 
60° Rounded front. 
Easy to install and 
Service. Hand- 
somely finished, Wall Model 6 WH 
Manufactured by Write For Catalog 
MERCHANT & EVANS CO. 
PHILADELPHIA 46, PA. 


HARRY ALTER’S 


NO. 151 


Bargains! 


gvarantee. 


ox | 


for cash... 
new DEPENDABOOK ‘ss eed 
and stock up. Buy your WHOLESALE — =S 
1950 needs NOW! » 


DEPENDABOOK! 


BARGAINS! 
Page after page 
of bargains in refrig- 
eration parts and 
supplies—some 60% below 
standard prices. Every- 

thing guaranteed as 

described—money-back 
.-2% discount 
Get the 


Weg 


THE HARRY ALTER co 


1728 SOUTH MICHIGAN AVENUE, CHICAGO 16, al he vari ss 
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The Dallas Story 


ow a Big Service and Commercial Dealership 


[ evelops Modern Training and Handling Methods 


What is probably the largest re- 
fr geration service organization in the 
Scuthwest is maintained by an air 
coiditioning and commercial refrig- 
er ition dealer here that “puts service 
in front of sales.” 

At least that’s the way Joe Hoppe, 
wo heads up a large Frigidaire com- 
mereial and air conditioning opera- 
ticn, explains the underlying philoso- 
ply behind his business. 

And it must be a pretty good busi- 
ness, too, for Hoppe’s organization 
numbers 40 people, including 25 serv- 
icemen who operate out’ of the 19 
panel trucks owned by the company. 

“We're service-minded rather than 
sales minded,” Hoppe says, indicat- 
ing that wartime experiences may 
have been partly responsible. 

“During the war we concentrated 
on service because new equipment 
was not available and our customers 
needed refrigeration, but service can 
be profitable in peacetime, too. 

“With service you have a steady 
business in good times or bad. In 
fact,” Hoppe contends, “you'll get 
more service work in bad times be- 
cause people will often have their 
refrigerators repaired instead of re- 
placed.” 

Making money in the service busi- 
ness, like any other, does involve 
certain problems, including the very 
important one of keeping close con- 
trol over costs. 

“It requires a lot of detail and 
a lot of people to operate a service 
business properly,” he admits. ‘And 
you have to train your servicemen 
properly. You’ve got to start out 
first with a high class man who’ll be 
honest with both the customer and 
us, and who knows what he’s doing. 

“We send our men to training 
schools conducted by Frigidaire to 
keep them informed of latest devel- 
opments and also to brush up on fun- 
damentals. Also,” said Hoppe, ‘we 
conduct our own service meetings, 
holding them as often as once a 
week.” 


CARD-WHEEL WORKS 
BOTH WAYS 


Record-keeping is important, too. 
Hub of Hoppe’s system of records 
is a large address wheel on which 
the complete history is kept for 
every job that the firm handles. The 
standard Frigidaire cards are em- 
ployed for this purpose, with one im- 
portant change. 

The wheel is much larger than or- 
dinarily used, better than 3 ft. in 
diameter. Three rows of cards are 
kept on the wheel, which was con- 
structed largely out of copper tubing, 
the cards being punched so they can 
be conveniently slipped on and off 
the wheel. 


By properly spacing the cards 
around the wheel to keep it in rea- 
sonably good balance, it can be re- 
moved easily by either of the two 
call-takers. The wheel is so located 
in the dispatch office that either call- 
taker or dispatcher can readily turn 
in his chair to pull out a card. Most 
of the cards are arranged alpha- 
betically on the wheel, but some, 
such as for local chain stores, are 
placed according to store number or 
address. 

Shown on the cards, of course, is 
all the necessary pertinent data con- 
cerning the installation (size, model 
numbers, etc.) plus a record of pre- 
vious service calls. Having this data 
handy makes it possible to give the 
serviceman a fairly thorough “brief- 
ing” before he goes out on the job. 


CALL-TICKETS ‘BRIEF’) CREW 


This is done by means of the call 
tickets, which are made out in dupli- 
cate, one copy being given to the 
serviceman. 

Besides the data that is kept handy 
on the cards in the address wheel, 
there is also that available from 
copies of the original service call 
tickets. These are bound into vol- 
umes, which are then kept on shelves 
in the dispatch office for approxi- 
mately two years. After two years 
they’re stored elsewhere. 

The service manager, according to 
Hoppe, has in addition to his regular 
duties, the very important responsi- 
bility of checking over the call tickets 
turned in by the men after they have 
completed the calls. This is done be- 
fore the customer is billed. 

“Often,” Hoppe says, “the service 
manager will decide that the cus- 
tomer shouldn’t be billed at all, and 
maybe less than our actual costs, be- 
cause this was a repeat call that 
shouldn’t have been necessary if the 
first man had done the job correctly. 


This may cost us a little money now, ® 


but it is an excellent means of build- 
ing and maintaining customer good- 
will and future business.” 

Most of the service calls are 
charged, only about 10% being 
handled on a c.o.d. basis, and this 
applies to household service work, 
too, Hoppe explained. 

Incidentally, Hoppe pointed out 
that the servicemen in his organiza- 
tion are not paid commissions on any 
of the parts they sell. This, he said, 
was done deliberately, not so much 
to discourage an enterprising service- 
man as to make certain that cus- 
tomers aren’t being forced to buy 
parts that aren’t really needed for 
the job. 

Between $400 and $800 worth of 
parts are stocked on each of 19 
Hoppe panel service trucks, many of 
the trucks having an assortment that 
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Train here for These Growing Fields 
e AIR CONDITIONING ¢ HEATING 
¢ REFRIGERATION 


In 6 to 24 months you can be equipped for | 
expanded opportunities in these fascinating 
fields. 
school offers world-famous training programs. 
Experts from industry cooperate with faculty 
of specialists to keep courses geared to latest 
developments. 
well-equipped. Specialized technical training 
is coupled with solid education in basic sci- 
ences and related arts. You pass step-by-step 
to certificates of ‘‘Refrigeration Serviceman” 
in 6 months—‘“‘Refrigeration and Heating 
Serviceman’’ 6 months later—and ‘“‘Refrigera- 
tion, Heating and Air Conditioning Techni- 
cian’’ in 12 additional months. 


Military, pentonda or Practi- 
cal Training is evaluated for 
advanced credit. Preparatory 
courses are also available. 
inne A of 85 specialists. 1555 


currently enrolled from 48 
states and 23 foreign coun- 
tries. Over 35, 


alumni. Terms open 
April, July, Oct., 


Dept. AC-250 


> Career’’ booklet. 


TERED ccosccccccces 


sare 


This 47-year-old, nonprofit technical 


Laboratories and shops are 


MILWAUKEE 


SCHOOL of ENGINEERING 


Founded 1903 by Oscar Werwdth 


Write for free 110-page catalog and 48-page pictorial booklet, ‘‘Your Career.”’ 


Milwaukee School of Engineering 
1020 N. Broadway, Milwaukee, Wis. 
Without obligation, send full facts on Air Conditioning, Heating 


Sas 


and Refrigeration courses—plus 110-page catalog and 48-page ‘‘Your | 


Big Wheel Keeps Service Records — 
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Service is more important than sales to Joe Hoppe of Dallas, who has built up one of 


the largest service organizations in the southwest, 


thanks in part to careful training 


of employes. and an adequate and accurate record-keeping system. Here Hoppe is 


checking on the history of one service account with Miss Freida Anderson. 


Note in 


the foreground the large, specially constructed address wheel for cards on which a 
complete service history on each job and every service call is maintained. 


is strictly for household work, others 
being limited to commercial, while 
some carry a little of both. 

“We don’t want our men to have 
to come back to the office for parts,” 
Hoppe explains. 

Every day, either at night or first 
thing in the morning, the servicemen 
turn in a record of the parts they 
have used during the day and receive 
the same number of items from the 
stockroom so that the truck will 
start out each day with a complete 
stock. 

Although Hoppe says that he’s 
mainly interested in service and not 
sales, it is pretty generally agreed 
in Dallas that the firm does right 
well in this department, too. 

Hoppe, at least, keeps close tab on 
sales trends in general and his own 
company’s sales activities. 

“Some years ago,” he points out, 
“the average market had a total of 
about 2-hp. in refrigeration equip- 
ment for its meat cases. Today super- 
markets have as much tonnage for 


food preservation as they do for air 
conditioning. 
“All big supermarkets around here 


have gone in for pre-packaged self-’ 


serve meats with open cases. This 
and other uses of refrigeration bring 
the tonnage up to as much as 25-hp., 
compared with 2-hp. originally, and 
this doesn’t include air conditioning, 
which may add another 25 tons to 
the store.” 

As for his own sales of commer- 
cial refrigeration, Hoppe says that 
an analysis of the data for 1949 
shows that the largest dollar volume 
was in the “industrial” category, 
under which he lumps meat whole- 
salers, produce wholesalers, and the 
like. These represent 21% of his 
sales. 

Local chains were second, account- 
ing for 18%; independent grocers 
third with 17%, and _ institutions 
fourth with 15%. This breakdown is 
completed as follows: cafes, 10%; 
taverns, 9%; florists, 4%; miscellan- 
eous 4%; and drive-ins 2%. 


Parts Wholesaler Asks 


‘Obsolescence’ Policy 


Lou Snell, of Snell Refrigeration 
Supply, has a couple of suggestions 
to pass on to manufacturers. He 
says contractors in the Dallas area 
are glutted with water valves, which 
manufacturers put on all types of 
equipment, but which find practically 
no use in the area because almost 
all systems operate with cooling 
towers or the equivalent. A little 
investigation on the part of the 
manufacturers, he says, would show 
that in some parts of the country 
the water valve should come as 
strictly an ‘auxiliary piece of equip- 
ment. 

Another thing that Snell would 
like to see come about is some rela- 
tively uniform obsolescence policy by 
manufacturers, somewhat like that 
in the automotive and mill supplies 
fields. 

“Manufacturers should give a 
year’s warning when they plan to 
take a part out of their line, so that 
wholesalers and other factors in the 
business can make proper prepara- 
tions and inform the service shops in 
the field. 

“A manufacturer doesn’t dispense 
of his responsibility for his product 
when he sells it to a wholesaler,” is 
Snell’s viewpoint on why the manu- 
facturer should be concerned. 


Jeep’ Station Wagon 
Gets Parts to the Field 


Wholesalers of refrigeration parts 
and supplies operating from head- 
quarters in Dallas cover some pretty 
big territories. They use all methods 
of shipment to contractors and serv- 
ice firms in the outlying parts of 
their territory, including making use 
of the widespread network of passen- 
ger bus lines, which provide fast 
shipments at relatively inexpensive 
rates. 

A Willys “Jeep” station wagon 
which he loads up and takes on a 
regular run of part of the territory 
which he covers has been one big 
answer to the delivery problem for 
Refrigeration Supply Co., says U. C. 
Boyles, head of that supplies whole- 
saling firm. 


SEE YOUR ALCO WHOLESALER 


“T’ SERIES 
THERMO 
VALVES 


| Simple 'Come-Apart’ Construction 
1. POWER ELEMENT 


Automatic-hydrogen welded for 
maximum life. 


2. MINIMUM MOVING PARTS 


Assures fast valve action. 


3. AVOIDS COSTLY VALVE CHANGES 
Capacity can be varied by changing the 
cage. No separate pins or seats. 


|_.. 4. INTERNAL PARTS 


Corrosion resistant, brass and stainless steel. 


5. EASY TO SERVICE 
Valves can be cleaned and parts replaced 
without breaking line connections. 


ALCO has Refrigeration under Control 


“ALCO VALVE CO. 


KINGSLAND “AVE. + ST. LOUIS 5. MO. 
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plan to sell? 


In serving the 


25% 
37% 


13% 

25% 

Do you plan 
12% 
you now 


37% 


Do 


Do 


Do 


Do 


The Dallas Story 


Editor’s Note: 
ture of current trends in the commercial refrigeration industry 
in Dallas, the NEWS interviewed all the dealers and distributors 
in the city who are doing the great bulk of this work. Their 
answers to the following questions will prove of interest and 
value to all dealers, distributors, and manufacturers, regardless 
of where they’re located. 


Dallas Commercial Refrigeration Dealer Survey 


To obtain both an over-all and detailed pic- 


What types of commercial refrigeration equipment do you now sell, or 


Do you maintain a complete store planning and layout service? 

50% said “yes”; another 12% plan to add this service. 
Which of the following types of business are you now equipped to outfit 
completely for most types of refrigeration en, plus basic fixtures 
and allied equipment? 


restaurant, bar, supermarket, etc. fields, it is found necessary 


and profitable for: 


to sell allied equipment lines to do a complete outfitting job. 
to contract with restaurant and bar equipment dealers for 
allied equipment. 

to contract with grocery store equipment houses. 

to sell only refrigeration equipment. 


to take on any ‘“‘allied"’ 


lines? 


said “yes.” ° 


sell and install locker plant equipment? 


said “yes” 
offer complete design, layout, and installation service. ) 


; 63% said “no.”’ (All of those who said “yes” 


you maintain your own service department? 
100% said “yes.” 
you offer maintenance contracts on the equipment you sell? 
63% said “yes”; 12% “plan to”; 
you use the meter plan? 
75% said “yes’’; 
How do you finance sales made on instalment: plan? 
62% finance through banks; 13% carry own paper; 25% go 
through factory. 


25% said “no.” 


25% said “no.” 


demand 4 
T CERTIFIED VALVES and CONTROLS 


I 


ieee z : ; 
F eee ies eh NS PAR AS oe ME ME eee 
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\ 


‘For One Convenient Source ~s. 


\y 


Pe ara. 


THE ONLY NAME 
THAT BRINGS You ~ 


ETRO 


LUBRICATOR COMPA 


5900 TRUMBULL AVE. 
DETROIT 8, MICHIGAN 


Division of Amrrican Ravutor & 


No. 673 
Perey er 
Expansion Valve 


us 


mi No. 683 


‘N " Solenoid Valve 


Deal with Authorized 
DETROIT Wholesalers! 


No. 450 FB3 
Pressure Control 


DETROIT HEATING AND REFRIGERATION 
CONTROLS e ENGINE SAFETY CONTROLS e 
FLOAT VALVES AND OIL BURNER EQUIP- 
MENT e DETROIT EXPANSION VALVES AND 


Concentration on Either Commercial Jobs or Air Conditioning Field 
Noted Among Dallas Firms; Opinions Vary on ‘Self-Service’ Trend 


DALLAS, Tex.— Commercial re- 
frigeration, and the dealers and 
distributors who handle it, play as 
important a role in the thriving life 
of this southwestern metropolis as 
in any other community, but here 
they are overshadowed somewhat by 
air conditioning. 

Thus, you will find more firms 
engaged in selling, installing, and 
servicing air conditioning than com- 
mercial refrigeration, which is con- 
trary to what is usually found in 
most northern cities. 


Commercial here is apparently fol- 
lowing national trends pretty much, 
and may in some ways be ahead of 
ather parts of the country. For ex- 
ample, there are numerous super- 
markets featuring pre-packaged self- 
serve meat operations, and most new 
markets that go up are said to have 


Extensive display case installations 
in supermarkets in outlying resi- 
dential and suburban areas has kept 
apace in Dallas. Several of the larger 
markets are said to have more than 
175 ft. of refrigerated fixtures. 

Self-service fresh meat depart- 
ments have come into the retail food 
market picture in Dallas, perhaps 
not on the scale that will be found 
in some northern and eastern cities, 
but not lagging too far behind. Some 
markets have installed self-serve 
cases for bacon, sausage, and 


making water connections, but re- 
frigeration contractors who do not 
have their own plumbing staff will 
often get around this on small com- 
mercial jobs by having the purchaser 
take care of all plumbing and elec- 
trical work. 

A firm believer in the continued 


For example, he’s convinced thit 
open, serve-self pre-packaged meat 
operations are probably fine for the 
large supermarket but no good fur 
the small store owner. 

“All this flurry over open cases for 
the small merchant is bad. The ave-- 
age merchant with just one or tyo 
cases shouldn’t have open cases ” 
Fallon says. 

“While open cases and pre-pac - 
aged meats will increase sales fir 
the larger operator, there won’t |e 
enough increase for the small me - 


Now Sell Plan to Sell luncheon meats, but have kept closed chant to make it worthwhile. In fact ° 
ee rer ee 75% TEND TO CONCENTRATE display cases for the “red” meats. he contends, “the dealer or salesm: 1 
ES RS ape 2 * 15% This docen't meen that there's not INSTALLATION PROBLEMS aur a — scr ree: a ae = ) 
SED Dine Molceat ed ae bss ooh 87% much commercial refrigeration here, On commercial refrigeration in- . _Magh..cygs 5 a 
but it does mean that the great bulk tallati in Ge Seine Gate thee eration will put him out of busines . 
: ‘ stallations in the as We : 
6 eg —— vin ume = of the work is handled by a relatively seems to be a tendency to oversize ee pr ng Py “ 
Beer cooling equipment ........ 87% few firms. Some of these concen- condensers, and also to use air and peggy sagen “tse bog seve aa tin 
Ice cream cabinets ............ 50% trate on commercial almost exclu- water cooled combination condensers, 8 2 aw pay . 
Soda fountains, carbonators ..... 12% 4 sively, while others do some air to combat the higher temperatures SELF-SERVE WRONG IN 
. conditioning. Most of the latter, how- and high head pressures that are en- SMALL STORE? 
Be Ge EE bic cckccvessavas 12% 12% ever, are just getting their feet wet countered in the summer months. ; ° 
Ice cream freezers ............. 12% in air conditioning. Licensed plumbers are required for I have nothing against the open 


case in itself or pre-packaged meats, 
but this type of operation has to he 
properly applied if it is to be suc- 
cessful,” Fallon explained. 

‘Many small storekeepers operate 
on a very narrow margin, a margin 
so small that a few dollars difference 
either way will mean success or 


New Pocket-Sized Manual! 
Helps You Sell Condensing Units Faster and Easier! 


AT LAST! A bright new sales tool to make condensing unit 
selection for commercial refrigeration applications a simple, 
quick job. You can’t afford to be without it, because it cuts 


50% can outfit grocery and meat stores. either 100% or partially self-service technical and sales promotional ad- failure,” he points out. 

50% can outfit bars or taverns. meat departments. vance of the commercial refrigeration ; “One of these fellows may be los- 

25% can outfit hotels. Not every dealer in Dallas, how- industry, Frank Fallon, who heads ing only $1 a day, but he can’t keep 

12% can outfit hotels in part. ever, is sold on the idea of pre- Super-Cold Southwest Co. here, that up indefinitely. How long he'll 
packaged meats. sometimes qualifies his enthusiasm. (Concluded on next page) 

25% can outfit restaurants. . 

37% can supply only refrigeration equipment. 

12% plan to add some allied equipment to round out line. 


dairy refrigerators, vegetable cases, storage cabine 5, and 
walk-in coolers. Use these tables to select condensin;, units 
for use with forced air cooling units or finned coils. 


selection time and makes it possible to quote a price without 


REFRIGERATION ACCESSORIES e STATION- je J . 
engineering every job that comes up. 


\ 7. 
iT ARY AND LOCOMOTIVE LUBRICATORS DETAILED METHOD, TOO. For more complex refrig:T@ 
t 


jobs, the booklet contains a complete detailed se ectio 
method. Here you'll find tips on making a refrigeration <urv® 
and information on required capacity, condensing units. rei"? 
erant lines, unheated locations, and controls. It carries Y° 
through every step of detailed equipment selectio®. Ant 
there’s valuable data on storage temperature and humi ity 


Stavdard Saritary conroration 


CANADIAN REPRESENTATIVE: RAILWAY 
& ENGINEERING SPECIALTIES, LTO.— 
MONTREAL, TORONTO, WINNIPEG 


Sewing home amd imadiatry NMERICAN-STANDARD » AMERICAN BLOWER « CHURCH SEATS 


DETROIT LUBRICATOR» KEWANEE BOILER+ ROSS HEATER ~ TONAWANDA [RON 


In a matter of seconds you can figure requirements, select 
equipment, and quote a price for a wide variety of commercial 
applications. This book has the short cuts. Best of all, it’s free 
for the asking for dealers and service engineers. Use the quick 
selection tables to pick equipment for all kinds of display cases, 
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Dallas Dealer Claims Produce Case Can Actually 


Increase Product’s Dollar-and-Cents Value 


(Concluded from preceding page) 
st.y in business merely depends on 
how big a nest egg he has to fall 
pack on. Eventually he’ll have to 
uit.” 

: Tallon’s remarks might be con- 
sicered by some as of the “sour 
gripes” variety coming from a dis- 
trioutor who sits back and watches 
oti ers get the business. Such a con- 
ch sion, though, would definitely be 
erioneous in this instance, because 
Failon’s organization has been for 
yeirs, and still is, one of the lead- 
ing factors in the commercial re- 
fri eration business in these parts. 

Operating sales offices in Dallas 
ani several other Texas cities, the 
fino maintains a large, hard-hitting 
org anization. 

}"allon proudly points out that ‘our 
leading salesman in Dallas last year 
rai up a total of $121,000 in sales, 
and the second man was not far 
behind.” 

But getting back to the problem of 
the small grocery store or market 
operator, where after all most of 
the sales are to be made, Fallon 
said that one piece of equipment he 
especially likes to promote here is 
Super-Cold’s vegetable and produce 
case. 

“This case,” he emphasized, “is 
specifically aimed at helping the 
storekeeper increase both his sales 
and his profits.” 

Featured by the firm for several 
years, this case has sliding glass 
doors of convenient level set at an 
angle, but its chief feature is the 


maintenance of high humidity to give 
the vegetables a fresh and inviting 
appearance, according to Fallon. 

Operation of the case has been so 
devised that moisture which collects 
on coils directly over the vegetables 
is allowed to drip down on the pro- 
duce during the off cycle. of the 
machine. This keeps the humidity 
high and the vegetables attractively 
moist, he explained. 

“In fact,” he went on, “this system 
actually makes money for the market 
operator. If he weighs a head of 
cabbage, for example, when he re- 


ceives it from the wholesale house,. 


he may find the scales show it’s 
worth 18 cents. . 

(‘We always talk directly in terms 
of prices rather than in weight, which 
has to be converted to price, when 
explaining this story to a prospect.) 

“Then he places it in the display 
case, and if he weighs that same 
head of cabbage 24 hours later he’ll 
find that the scales now show the 
price as 23 cents. In other words, the 
head of cabbage has absorbed moist- 
ture and gained in weight, thus mak- 
ing it worth more. 

“Multiply this gain by several 
heads of cabbage and other types of 
vegetables and fruits which he will 
display in this cabinet, and you'll 
find that the grocer can pay for the 
case out of this weight gain alone,” 
Fallon asserted. 

While this sales approach may or 
may not be limited to this particular 
display case, it does serve to point up 
Fallon’s contention that the commer- 


cial refrigeration distributor and his 
salesman must convince the prospect 
that purchasing the equipment will 
be a worthwhile investment. 

This doesn’t work out 100% all the 
time, he admits, for there is an occa- 
sional repossession to contend with. 

“However, these are few and far 
between, so the basic principle is 
still a good one.” 

That the saving of a few dollars a 
day—even as low as $2 or $3—can 
often be translated into a sale by the 
Super-Cold organization is made pos- 
sible in part by the firm’s use of the 
meter plan in financing. 

“We've been using the meter plan 
successfully and consistently for 15 
years,” Fallon said, “and we prob- 
ably use it on 90% of our sales. 

“The daily payments will usually 
run between $2 and $3, depending of 
course on the original cost and size 
of the down payment. We ask any- 
where from $1 down to 30%, depend- 
ing on the credit risk. 

“And most of the customers and 
prospects find it much easier to pay 
a few quarters every day and receive 
a receipt at the end of the month.” 


Okinawa Commissaries 
Get Ice Cream Freezers 


NEW BEDFORD, Mass.—H. S. 
Robinson, national sales manager of 
Ace Cabinet Corp. here, reported that 
Wallace Distributing Co., Memphis, 
Tenn., has sold 16 Ace cabinets to 
the buyer for Okinawa Island com- 
missary concessions. 

H. G. Scrape of Wallace told 
Robinson that all of the commissary 
concessions in Okinawa will be sup- 
plied with Ace freezer and ice cream 
cabinets. 
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PARTIAL CONTENTS: 


* When to use Quick Selection. 
* When to use Detailed Selection. 
* How to use Quick Selection Tables — plus 


* 12 easy-to-use Quick Selection Tables. 


* Condensing unit tips. 
* Refrigerant line tips. 
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* Tips on making a complete survey. 


* Data on unheated locations. 
* Complete step-by-step detailed method of 


* Data on storage temperature and humidity. 


Pocket-size. This book is designed to carry along when yeu 
call on prospects. It’s 5'2"x 7”. All tablesare laid out for quick, 


Easy to us@. This booklet makes it possible for even non- 
technical personnel to select refrigeration equipment. Tables 
are simple to use, instructions are clear and concise. 


Faster selection. You use only one Quick Selection Table for 
each job. With only a few obvious facts you can pick required 
refrigeration capacity and the correct condensing unit model 
in a matter of seconds. 


DON’T FORGET the profits you can make selling top-quality 
G-E Condensing Units and replacement parts. For condensed 
catalogs on units and parts, see your local G-E wholesaler- 
replacement parts depot. 


condensing units 


for dependable, economical commercial refrigeration 


CTRIC 


GENERAL ELECTRIC COMPANY, Air Conditioning Department, 
Section AC-4 Bloomfield, New Jersey 


lama [_] service engineer [] dealer 


Please send “Quick Selection of G-E Condensing Units.’’. It is 
understood that | am under absolutely no obligation. 


COMPANY 


CIty. 


STATE 


“i 
—— ees eee 
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Refrigeration Big Factor Even In Small Store 


The side wall of this small Dallas food market measures only 65 ft., 
including rear storage room. But backed up to it are 46 ft. 10 in. of 
self-service refrigerated cases. From foreground to background are two 
8 ft. 3 in. double-deck dairy cases, two 11-ft. double-duty vegetable cases, 
and an 8 ft. 4 in. frozen food case, all Friedrich equipment. Near the 
front window at the end of the row is an 8-ft. Weber frozen food case. 


The meat department at the rear of the Oaklawn Food Mart spans the 
store’s 30-ft. width with a 10 ft. 5 in. open self-service double-duty meat 
case for lunch meats and other packaged meats, a 6-ft. standard fish and 
poultry case, and a 10-ft. double-duty standard meat case for fresh meats. 
The self-service case for packaged bacon, sausage, and lunch meats, with 
a regular service-type meat case for the fresh or “red” meats, marks 
the tendency to introduce the “self-serve” system in a gradual manner. 


Great Opportunity For Distributors 


Wright Refrigeration Building, San Diego, Cal., acclaimed 


nation's largest, most modern of its kind. 


Opportunity knocks at the door of 
individual, specialized distributors of 
counter equipment, restaurant and 
tavern equipment, soda- fountain 
equipment, and store equipment. 


Opportunity to cash-in on one of 
the greatest cooperative selling, ad- 
vertising and general merchandising 
programs in the history of the in- 
dustry, beckons from San Diego, 
California. 


Here is the story in a nutshell: 


Wright Refrigeration Inc., Huss- 
mann distributor for San Diego and 
Imperial Counties, intends to con- 
fine its activity solely to Hussmann 
refrigeration equipment. 


“San Diego, California” and 
“Wright Refrigeration” need no in- 
troduction to the industry; both the 
city and the corporation are recog- 
— as tops in their respective 

elds. 


San Diego, the nation’s fastest and 
best growing city, holds the highest 
per-capita home-building rating in 
America. San Diego County shows 
the greatest percentage growth in 
California, a 132% increase in a 
decade, soaring from 289,348 in 1940, 
to 665,000 today. Imperial County 
vaulted its population to 70,000. This 
means a total of 735,000 residents 
for the two counties. 


“Add to this impressive buying 
territory, Baja California, Mexico— 
a figurative stone’s throw from the 
international border which rims the 
two counties—and the answer to 
every merchandiser’s and distribu- 
tor’s dream is visualized—a vast, 
rapidly growing and prosperous 
trading area, approximating almost 
one-million in population. 


Wright Refrigeration long has 
blanketed the two counties with its 
refrigeration and store equipment 


sales service. The home of this pre- 
eminent organization is its own 
mammoth building, acclaimed by 
authorities as the nation’s largest 
and most modern. It is strategic- 
ally located, dominating “Pacific,” 
San Diego’s main, arterial highway, 
over which some 38,000 cars pass 
every day; it provides for excellent 
parking facilities. 


It is this fabulous trade-territory 
and the established leadership of 
Wright Refrigeration, that combines 
to create the almost unbelievable op- 
portunity for individual, specialized 
distributors. : 


Specifically, the opportunity is 
available to distributors for the fol- 
lowing: Counter Equipment Depart- 
ment, including scales, choppers, 
meat saws, cash registers, etc.; 
Restaurant Equipment Department, 
including ranges, steam tables, glass 
and silverware, etc.; Soda Fountain 
Department, including soda foun- 
tains, and ice cream making equip- 
ment, etc.; Store Fixture Depart- 
ment, including show and wall cases, 
counters, shelving, booths, etc. Tav- 
ern Equipment Department includ- 
ing draft beer boxes, beverage cool- 
ers, cocktail and jockey boxes, under 
bar equipment, etc.; Service, Repair 
and Parts Department, which em- 
aenoee all that the classification im- 
plies. 


Individual distributors will have 
their units in the mammoth Wright 
Refrigeration building, and share in 
the concern’s cooperative selling, ad- 
—- and general merchandising 
plan. 


As such an opportunity as this 
will wait for no man, interested 
parties should immediately contact 
Wright Refrigeration, Inc., 4025 
Pacific Highway, San Diego 1, Cali- 
fornia.—Adv. 
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They'll Do It Every Time... . By Jimmy Hatlo 


— 
Muy IS IT? 

ASKS ALREETA 

THE RECEPTIONIST, 
“CALLERS WITH 
SIMPLE NAMES 
ALWAYS HAVE mh Ie 4 ii 
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THE OTHER $ ITLL SEND AIN'T GOT NO 
HAND — (YOR? CARD _— | 
THANX TO PRIVATE | 
HOWARD L. HILL, ; 
GROVENOR RB, 
SHORT HILLS, Am 
Se 3 
COPR: 1949, KING nun + —— Inc., WORLD RIGHTS compres] A 7:27 Sree 


Do You Have ‘One Foot In the Door’? 


¥hat kind of customers do you have... 


buyers? Or investors? 


wall. Single or continuous 
in 8’ or 1 ¥ lengths 


. es twe thicknesses of Thermopane 
4” Fiberglas insulation ... op- 


E 


Buying McCray equipment is a major investment THE BEST IN LOW-COST REFRIGERATION 

; for any business man. And as such it requires fitting 
this equipment to his individual needs. 

You are the expert in selling this equipment and in 

demonstrating its advantages over competitive lines. 

But the important thing is to make sure that a cus- 

tomer’s specific needs are solved by the equipment 


you sell him. a McCray Refrigerator Company, ] 

Show the customer how he can expect to make a | 1095 McCray Court, Kendallville, Indiana | 

ete , Please send me information on the complete 
return on his investments... how the problems with line of McCray Koldflo commercial refrigeration 
which he has been faced are met and solved by the [ae | 
specific equipment you recommend. Then rely on the | Name CHSC SCS SESHSHESHESHESE SE SESESE SESE SO SESESECECESS | 
acceptance, the dependability and service of McCray eas ustdundbevinieeeeekes sokeasakbevens 
Koldflos to keep this customer satisfied. = hc sanctity ae cba eel 
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Partnership or Corporation? 
Thoughts for New 
Small Businesses 


F** choice anyone must make when setting up a new business 
. —such as a dealership—is whether to incorporate or to set up a 
partnership. 

If you have great confidence in your own abilities, and unlimited 
confidence in the future of the business you have chosen, by all means 
you should establish a partnership. The big money makers of recent 
years have been partners. The only income taxes they pay are upon 
their personal incomes. 


Corporate stockholders pay double taxes—first upon the earnings 
of their corporation, and second upon their personal emoluments. 


Furthermore, partnerships usually are intimate and personal arrange- 
ments. They draw together executives whose talents, inclinations, and 
capacities complement one another—such as the frequent combination 
of experience (and proven ability) in the fields of sales and production. 
Partners feel constrained to match the efforts of those with whom they 
are in partnership, so that the most energetic partner serves to set the 
pace of the others. 


Drawbacks to a partnership: Each partner can be held fully respon- 
sible for the firm’s entire debts. Business failure can result in the loss 
of homes, bank accounts, automobiles, and other personal property. 
One bad egg in the partnership can spoil the whole case. 


Corporate organization generally is preferable in geometrically 
increasing ratio to the size of your company. Individual liability is 
limited by law. Capital can be raised more easily under a corporate 
banner. Responsibility is diffused. Losses are spread. Stock is more 
easily transferred. Deaths or departures of principals can be taken in 
stride, and without sufferance of embarrassing litigation. 


Both forms of business organization have their advantages and 
disadvantages. 


If you're starting out small, and hoping to make a relatively 
quick “‘killing,” you are well advised to set up a partnership. But 


| if you're “building for the ages,” if you're thinking in terms of genera- 


tions rather than in terms of a few fast years, incorporation is yout 
best bet. 


Whichever form you choose, your next thoughts must be direcied 


| toward the matter of initial financing. Be not deceived by stories 


your grandfather may have told you about “'starting on a shoestrin :. 
Grandpaw lived during an era ot low prices and no income ta: <s. 


Our grandfathers could accumulate capital for themselves in th sé 
days. Today's ambitious young man must try to lure “venture capi! \!” 
(grown oh-so cagey during the last decade-and-a-half as a result of 
socialistic tax laws) or mortgage his soul and his future to a gove“t 
ment-dictated financial institution. 

He can still make the riffle if he has guts, ideas, and superabunc int 
energy and good health. Will he get rich? Possibly. Great wealth i ot 
in the cards anymore. But a species of independence and a sense of 
solid achievement are worthwhile, and they’re possible for the strong 
of heart and fortitudinous of soul. 


To all new enterprises bora this week: Good Luck! 
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Tests Show Effectiveness 
Of New Du Pont Liquid In 
Cieaning Electric Motors 


WILMINGTON, Del. — Extensive 
fi d tests have proved the success 
of a new formula developed by the 
di Pont Co. for a cold liquid cleaner 
ps ticularly suitable for use on elec- 
tr > motors and generators of varying 
sie and effective for general ma- 
ch ne and automotive maintenance. 

“he new formula, which makes 
po-sible rapid and low-cost clean- 
inj. was developed by the electro- 
ch micals department of the com- 
pa y. During the last year tests 
un er actual service conditions and 
incustrial routine usage have shown 
the: this compounded product, called 
“Cicaning Mixture #49,” dissolves 
greise rapidly, evaporates quickly, 
anc is practically inert to ordinary 
ele trical insulating materials. 

The mixture is composed of 30% 
by volume “Blend CC No. 49” and 
70°) Stoddard solvent. “Blend CC 49” 
is now available from du Pont dis- 
tributors, many of whom are also 
prepared to supply the mixture. 

Stoddard solvent is generally avail- 
able, but is not manufactured or sold 
by du Pont. Service show owners and 
industrial maintenance departments 
who prefer to prepare the mixture 
themselves may do so readily by 
purchasing the ingredients. 

Because of its low flammability 
and mild toxicity, ‘‘Cleaning Mixture 
#49” is easily handled. 


Mann Refrigeration To 
Distribute Taylor Line 


ROCKTON, Ill.— The Mann Re- 
frigeration Supply Co., New York 
City, has been appointed Taylor 
freezer distributor for the Metro- 
politan New York area to sell Taylor 
ice cream and custard freezers, Tekni- 
Craft announced here recently. 

Sol Haar, general manager of 
Mann Refrigeration Supply Co., 
stated that the company maintains 
one of the largest warehouses in the 
city, with excellent loading and un- 
loading facilities. Its showroom is 
a block away from the warehouse. 
A full sample line of all Taylor 
models will be prominently displayed 
on the showroom floor. Additional 
freezers, as well as a complete stock 
of replacement parts, will be kept 
at the warehouse. 

Mann Refrigeration Supply Co. is 
also the distributor for Fleetwood- 
Airflow, Inc.; Victor Products Corp.; 
Victory Metal Mfg. Corp. 
Vimco and Stakold lines); Temprite 
Products Corp,; Coldin Cabinet Co.; 
McCray Refrigeration Co.; Artkraft 
Mfg. Corp.; and Philco commercial 
freezers. 


(both - 


Assembling Analyzers for Servel Depots 


Supermetic power unit 
analyzers being assembled 
by Servel engineers ‘for 
shipment to authorized 
parts distributors. The 
new testing device is de- 
signed to assist parts 
depots in properly ad- 
ministering the company’s 
new Supermetic five-year 
protection plan. 


New Hermetic Unit Analyzer Permits 
Rapid Handling of ‘Guarantee’ Work 


EVANSVILLE, Ind.—A new serv- 
ice analyzer, designed for testing her- 
metically sealed refrigeration com- 
pressors, is being supplied to author- 
ized Servel parts distributors in all 
sections of the country as a means of 
assisting them in properly adminis- 
tering the company’s Supermetic five- 
year protection plan, according to 
George S. Eager, service manager of 


Servel, Inc., Electric Refrigeration 
division. 
Under a_ warranty agreement 


offered with all fractional horsepower 
Supermetic condensing units, Servel 
asks the user to obtain any necessary 
replacement parts through his dealer 
or serviceman, who in turn obtains 
his requirements from an authorized 
parts distributor. 

If a power unit (motor-compres- 
sor) fails, the Servel parts distribu- 
tor will offer to check it with his 
analyzer. This will determine whether 
the motor or compressor is at fault, 
or if the trouble is caused by a de- 
fective electrical accessory or a dis- 
connected or broken wire. 

It is believed most service diffi- 
culties may thus be corrected with- 
out the necessity for returning the 
power unit to the factory. A check 
chart is furnished with each analyzer 
for reference in giving the power unit 
a complete inspection test. 

“We believe refrigeration dealers 
and servicemen will be benefited con- 
siderably by this new testing serv- 
ice,” Eager said. “It will offer them 
a quick and accurate analysis of any 
power unit failures, and in most in- 
stances, the trouble can be found and 
remedied immediately. Only when the 
defect is inside the sealed housing 
will it be necessary to obtain a com- 
plete replacement. The analyzer is 
specially priced and intended for the 
exclusive use of our authorized parts 


New United wi 


WITH ae 


This new all steel 15 cubic foot Freezer features 
scientific placement of cooling coils, more than 
adequate extra heavy insulation, two separate food 
compartments (dual doors) which combine to give 
balanced freezing at minimum cost. Five year war- 
ranty on Hermetically Sealed Freezing unit. 

For Complete Information Write or Phone 


UNITED REFRIGERATOR COMPANY 
HUDSON, WISCONSIN 


NEW “Foop 
COMPARTMENT 
FINISH"™...ACID, 


GREASE, CHIP 
RESISTANT 


aiont FREEZER 


depots.” 

Servel field service engineers de- 
signed and built the analyzer. Sev- 
eral features were incorporated as 
result of a study of field service 
practices. 

All switches are of the push button 
type. This tends to reduce wear and 
vibration that might cause damage 
to internal mechanisms. Should any 
adjustments or repairs prove neces- 
sary, all elements are mounted on a 
cover panel easily removed. 

The Servel analyzer is portable, 
and the entire apparatus is compact- 
ly fitted into a crinkle finished metal 
cover. 


Welker Elected President 
Of Southern Rewa Group 


ORLANDO, Fla.— Jake Welker, 
Hasco, Inc., Greensboro, N. C., was 
elected chairman of the Refrigeration 
Suppliers Association, Region Group 
No. 4, Refrigeration Equipment 
Wholesalers Association, at the 
group’s third annual convention held 
here recently. 

Other 1950 officers are Leonard 
Wright, Mann-Wright, Inc., Orlando, 
vice chairman, and Henry Claiborne, 
R & R Supply Co., Inc., also of Or- 
lando, secretary and treasurer. 


During the meeting, changes in 
credit exchange policy were adopted. 

Members were addressed by Ed 
Marsden, Rewa president. In addi- 
tion, members, manufacturers, and 
wives enjoyed a joint luncheon and 
an address by Paul Domke of Mueller 
Brass Co. 

The next meeting 
scheduled for Savannah, Ga., 
last week of January, 1951. 

The association claims the member- 
ship of 99% of the supply whole- 
salers in its area, which includes 
North and South Carolina, Georgia, 
and Florida. 


Savage Arms Nets $2,205,800 
Profit for Year Ending Dec. 31 


UTICA, N. Y.—A net profit of 
$2,205,800 for the year ended Dec. 31 
has been reported by Savage Arms 
Corp. here. The figure compares with 
$1,910,644 for 1948. The 1949 profit 
was equal to $3.29 per common share, 
against $2.85 a year earlier. 


is tentatively 
the 


Refrigeration Installed 
In Utica Supermarket 


For Self-Serve Meats 


UTICA, N. Y.—Extensive refrig- 
eration facilities are being installed 
in the A & P Supermarket at Clin- 
ton Pl. and Genesee St. in connec- 
tion with the store’s new self-service 
meat department. Charles and Frank 
Alt are the contractors. 

A new insulated wall will be cgn- 
structed from floor to ceiling nine 
feet towards the front of the store 
from the present meat department. 
In front of the wall will be new re- 
frigerated cases in which all kinds 
of meats, fish, and poultry will be 
available on a self-service basis. 

The products will be processed in 
a new, expanded work room in the 
rear of the counters and passed into 
them through sliding doors in the 
new wall. 


Chase Supply Co. Issues 
New Catalog on Heating 


CHICAGO—Chase Supply Co. heat- 
ing department, 546 W. 119th St., 
here has announced that a new heat- 
ing supply catalog is available to 
the trade. 

Complete buying information and 
prices for practically any type of 
heating job are shown in the cata- 
log. Nationally known products for 
steam, hot water, and warm air 
heating, with either coal, gas, or oil 
firing are featured. 

Products are conveniently sepa- 
rated into related groups. 


>. 
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Thousands of Service Engineers everywhere will wel- 
come the news that the AP Model 207 now has in- 
creased capacity from a half-ton to one-ton Freon. 
The Model 207 is probably the most widely-used 
Thermostatic Expansion Valve in the industry 

and the most popular for all those many half-ton 
units, from low temperature freezers to air con- 
ditioners. The new ONE-TON capacity makes 

it even more versatile, bringing you typical 207 
advantages of small compact body size, liquid 
charged power element, straightline superheat, 
supersensitivity, into your larger units — at mini- 
mum price. Like all the other AP Valves, the larger 
capacity Model 207 can be installed in any position or 


ambient temperature, and used at all temperatures without 


ntl 


m 


\ 


adjustment or changing of parts. ..... . . Now, on your larger one- 


ton systems, too, enjoy the benefits of the new larger AP Model 207 Ther- 


mostatic Expansion Valve. 


Ask him for several valves or write for bulletin 


Your Wholesaler has it in his stock now! 


AUTOMATIC PRODUCTS COMPANY 


2450 North Thirty-Second Street, Milwovkee 10, Wisconsin 


Export Dept 13 East 40th St. 


DEPENDABLE Zefgeration Values 


New York 16,N Y 


* Mode 207 


} days largest Selling 
yy” Thermostatic Expansion Valve 


STOCKED AND SOLD BY GOOD REFRIGERATION WHOLESALERS EVERYWHERE 


RECOMMENDED AND INSTALLED BY LEADING REFRIGERATION SERVICE ENGINEERS 
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‘The Dallas Story 


Dallas Ranks with Leaders In Air Conditioned 
Cities, 4-Year Installation Figures Indicate 


So much air conditioning has been 
installed in Dallas since the end of 
the war that the Dallas Power & 
Light Co. is confronted with a condi- 
tion unique in most electric utilities’ 
experience—its peak load occurs in 
summer rather than in winter. 


In the four years ending Dec. 31, 
1949, the connected load for me- 
chanically refrigerated air condition- 
ing (not counting room units) has 
more than doubled. 

At the end of 1945 the company 
figured it had a total of 1,187 air 
conditioning systems on its lines in 
Dallas rated at 27,850 hp. Thanks to 
the increasing tempo of installations, 
the number had magnified to 2,308 
installations totaling 59,308 hp. by 
the end of 1949. 


And while no accurate figures are 
available on the number of room 
units, the utility estimates that there 
are probably upwards of 7,000 of 
these small, self-contained jobs in use 
in Dallas, representing some 5,000 
tons of refrigeration in themselves. 


As for air conditioning tonnage, if 
you want to include also the esti- 
mated 60,000 evaporative coolers and 
25,000 attic and window fans, these 
units would add another 29,000 hp. 
of cooling. 

In analyzing the accurate figures 
for mechanically refrigerated air 
conditioning systems, Dallas Power & 
Light breaks down the totals into 
four classes—residential, commercial, 
industrial, and government and mu- 
nicipal. The accompanying table 


—~4> 


shows the total number and horse- 
power in each category that had been 
installed by the end of 1945, those 
that went in during 1946, 1947, 1948, 
and 1949, and the grand totals at the 
end of 1949. 

Thus, the number of residential 
systems had jumped from’ 381 as of 
1945 to a total of 738 as of Dec. 31, 
1949. 

Commercial installations increased 
correspondingly from 744 as of 1945 
to 1,493 for the same period. The 
biggest year for commercial was in 
1949, when 274 jobs went in, while 
the residential peak occurred in 1948 
with 143 installations. Last year was 
not far behind, however, with 133 
residential systems being installed. 

Industrial installations have grown 
in the four-year period from 54 to 
69, but there have been no further 
installations of air conditioning in 
governmental and municipal build- 
ings. The total of 8 jobs with 378 hp. 
as of Dec. 31, 1945 still stands. 

In both number of installations and 
horsepower, the commercial category 
is far in the lead with 1,493 systems 
rated at 50,598 hp. out of the total 
of 2,308 at 59,308 hp. With respect 
to horsepower the industrial instal- 
lations are second with 4,881, but 
their number—69— is far behind the 
738 residential systems. 


th: 


Air Conditioning Served by Dallas Power & Light Co. 


(Contains No Attic Ventilation or Evaporative Cooling) 


Total Added Added Added Added Total 
As of 12-31-45 During 1946 During 1947 During 1948 During 1949 As of 12-31-49 
No. Hp. No. Hp. No. Hp. No. Hp. No. Hp. No. Hp. 
pS re 381 1,168 27 277 54 314 143 804 133 888 738 3,451 
ve reer ee 744 21,828 106 3,938 121 4,293 248 ~#=8,581 274 11,958 1,493 50,598 
Pee ere re 54 4,476 1 32 2 15 9 276 3 82 69 4,881 
ae i rere 8 378 ei ae obi said sa Sand = m 8 278 
ME scivtakpedaks seeds 1,187 27,850 134 4,247 177 «4,622 400 9,661 410 12,928 2,308 59,308 
a> 
~~ 


m 
ar 
af - 
i 
4% 
a 


i SR 
thd 


Featuring is 


* Small Capacities—2 to 10 tons 


© Single or Multi-Circuits 


® Stainless Steel Sump 


¢ Extra Large Water Delivery 


© Packless & Greaseless Pump 


¢ Bare Tube Coils 
® No Nozzles 
. No Belts 


© Low Cost 


¢ For Freon, Methyl and Ammonia 


WRITE FOR BULLETIN R162B 


KRAMER TRENTON CO. 
Trenton 5, N. 7. 


Opens Many Opportunities 
in the Small Tonnage Field 


Contractors Claim Cooling * 
Market Is ‘Everyplace’ 


When Dallas contractors were 
asked the question “what types of 
places are developing as new markets 
for air conditioning” they answered 
with a straight face ‘“everyplace.” 
And the records bear out the fact 
that they aren’t exaggerating. 

Barbecue stands, churches, motels, 
chicken hatcheries, automobile show- 
rooms, and country clubs are among 
the types of establishments you will 
find air conditioned in Dallas. And all 
types of systems are employed: di- 
rect expansion, chilled water, installa- 
tions with an ice storage feature, 
and year-round gas-operated systems. 


Prospective purchasers of air con- 
ditioning equipment in Dallas prob- 
ably are puzzzled by wide divergen- 
cies in prices submitted to them, even 
on package conditioners. There are 
many reasons for this, among them 
being the great divergence in types 
of equipment made available, and 
the fact that Texas’ tough anti-trust 
laws permit no contracts between 
manufacturer and dealer establishing 
a firm list price. All advertised list 
prices must carry the term “sug- 
gested” in front of them. 


Residental Field Looms 
As Next Big ‘Real Market’ 


“Without exception, all new com- 
mercial buildings that go up here 
are air conditioned,” declared Marvin 
Brown, vice president of Dallas Air 
Conditioning Co., York distributor in 
this area. 

This would very definitely tend to 
confirm the oft-repeated claim that 
Dallas is one of the, if not the, most 
air conditioned city in the world. 

And, of course, the new $150,000 
home that Dallas Air Conditioning 
expects to occupy within a very few 
months will also be completely air 
conditioned. 

Said to be the oldest air condition- 
ing distributor in the city, the firm 
looks largely to the commercial field 
for its air conditioning prospects. 

“If anyway progressive at all, a 
commercial firm finds air condition- 
ing just as necessary as the store 
fixtures,’’ Brown explained. 

Residential air conditioning has as 
yet not been too great a factor, but 
Brown is convinced that “this is our 
next big market. Residential air con- 
ditioning will shortly become our real 
market,”’ he believes. 

“Air conditioning equipment for 
residences in the past has been large 
and bulky and more or less expensive 
to operate, but now the average 
householder living in a home worth 
$20,000 and up is a logical prospect 
for air conditioning. And in Dallas 
we have a large number of residential 
prospects in this category.” 

Meanwhile, of course, commercial 
prospects are the most numerous. 
The best of these, Brown indicated, 
are the community center projects 


which usually are put up by a single 
building contractor. 

“As new living centers develop, 
especially in the outlying areas of 
the city, it is only natural that such 
stores as a drive-in grocery, hard- 
ware store, ice cream, restauran:, 
drugstore, movie house, dairy. bar, 
and ice station follow soon after. 

“These usually are constructed as 
community center project and all aie 
air conditioned.” 


Every Type of Firm Feel: 
Cooling Vital to Business 


“When a builder down here la) ; 
plans for a commercial building, | » 
never gives a thought as to wheth ° 
or not it is to be air conditione . 
His only question is what brand 
air conditioning will be best to use ' 

That was the appraisal of Hem - 
Cohn, partner in the Cohn-Dani | 
Corp., local air conditioning cor. 
tractor. Cohn-Daniel specializes ; | 
the engineering type of air conditio) - 
ing job rather than the merchandi 
ing type, Cohn explained, because th: 
competition there is not so keen an} 
the chances of making a profit aie 
better. 

Cohn is a _ licensed profession:| 
engineer and offers a complete engi- 
neering service to his customers. He 
and Fred Bernbaum handle the sell- 
ing for the firm and Claud Gleatre, 
the other partner, handles the in- 
stallation work. 

The local market for air condition- 
ing is unlimited, Cohn believes. He 
claims that every business is almost 
forced to have air conditioning. He 
cited the instance of a $10,000 bar- 
becue stand that includes $3,400 
worth of air conditioning. 

“With every type of business, from 
food store to office building to motor 
court having cooling of some sort, 
a businessman must have air condi- 
tioning in his store in order to re- 
main competitive. People just won't 
patronize a store that doesn’t have 
cooling. 

“The situation has even come to 
the point where stores that have only 
evaporative coolers are at a competi- 
tive disadvantage. Customers find 
that they are more comfortable in 
an air conditioned store during 
humid weather and the stores with 
only evaporative coolers are losing 
out. 

“A man who has an evaporative 
cooler makes a good air conditioning 
prospect if he has had about three 
or four years service out of his equip- 
ment. Then he is well aware of the 
basic advantages of cooling and of 
the superiority of refrigerated air 
conditioning. 

“After having the equipment that 
long, he feels he has gotten some 
life out of it and is willing to make 
the change. A man who has just pur- 
chased an evaporative cooler, how- 
ever, is not an immediate prospect. 
No matter how much he might feel 


(Concluded on next page) 


Survey of Dallas Air Conditioning Dealers 


What types of equipment are you now selling or planning to sell? 


Room coolers (mechanical) 
Packaged store units 
‘ Central station systems 
Evaporative coolers 
Cooling towers 


Now Sell Plan To Sell 


(ekowes 83% 8% 
ere e yr 100% 

TT TCT TT 100% 

errr re 42% - 
Sreretes 92% 8% 


What percentage of your total sales volume does air conditioning represent? 
69.3% was the average, ranging from 2% by one dealer 


to 95% by two dealers. 


Is the air conditioning market tending to become year-round? 
92% said “yes”; 8% said, “it merely depends on your 


sales ability.” 


Is a prospect for a mechanical air conditioning unit a better prospe-t 
if he's already using an evaporative cooler? 

83% said “yes”; 17% “didn’t know.” 
What new types of new markets are developing for air conditioning? 


Food markets were cited by 50%, but pre-packaged meat 
cutting rooms, churches, and florists were among the 


others cited. 


Do you offer maintenance contracts on the equipment you sell? 
58% said “yes”; 42% said “no.” 
Do you do all your own installation work, or is part of it sublet? 


8% do all their work. 
59% sublet only electrical. 


25% sublet both electrical and plumbing. 
8% sublet electrical, plumbing, and ductwork. 


Do you handle a line of heating equipment? 
75% said “yes”; 25% said “no.” 
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Air Conditioning Finds 
Big Market In Dallas 


(Concluded from preceding page) 


he would rather have air condition- 
inz, he has just invested a consider- 
al ‘e amount of money in the evapora- 
tiie cooler and intends to get some 
of it back.” 

Yohn explained his preference for 
th: engineering type of work over 
the merchandising type this way. 

‘n Dallas, individual companies 
ra ely build their own buildings. In- 
st-ad, large leasing companies take 
over an entire industrial area and 
pu.ld the buildings to the specifica- 
ticas of prospective tenants. Then the 
tei. ant leases the building under long 
te:m lease from the leasing com- 
any. ‘ 

: “herefore Cohn has only to contact 
an| sell these leasing companies on 
the merits of his service and work. 
Orce a sale is made and a satisfac- 
tory relationship is established, Cohn 
cai submit bids on constructive pro- 
jects without feeling he has to under- 
bid all his competitors. 

As long as his bid is ‘in line’ and 
he can justify the additional cost, 
if any, he gets the bid, Cohn ex- 
plained. In this way, he can take 
advantage of quantity discounts, 
favorable freight rates, and other 
factors to insure that he makes a 
fair profit at a reasonable price to 
the customer, he stated. 

Coéhn-Daniel handles the UsAirco 
line of air conditioners and the Jani- 
trol line of industrial heaters. About 
90% of its business is in air condi- 
tioning and the remaining 10% in 
industrial heating, he said. 

Cohn came to Dallas from Detroit 
im 1946, when he organized the pres- 
ent firm. T. M. Daniel, one of the 
original founders, left the organi- 
zation in 1948. 


Fast-Selling Distributor 
Sees '50 Even Better Year 


Indicative, perhaps, of how’ impor- 
tant Dallas is in the national air 
conditioning picture (and vice versa) 
is a statement by I. Bock, who heads 
Carrier-Bock Corp., Carrier distribu- 
tor here. 

“Among Carrier distributors last 
year we ranked sixth in the country, 
although Dallas ranks only twenty- 
third among the major cities as to 
population. 

“In 1950 we ought to be even 
higher,” Bock confidently predicts. 


Ads, Direct Mail Are Used 


To Promote Room Coolers 


Although last summer’s weather in 
Dallas was unusually cool, distribu- 
tors of room coolers enjoyed the best 
sales year ever! 

These same room cooler distribu- 
tors expect 1950 to be an even better 
year for them. And some appliance 
distributors who haven’t handled room 
coolers are taking on lines this year. 

Most Dallas distributors of room 
coolers cover a trading territory of 
from 30 to 50 surrounding counties 
and each employs about five men to 
contact the trade in this area. 

Two methods of promotion of room 
coolers in the Dallas area seem to 
predominate. They are extensive use 
of local newspaper space and direct 
mail. . 

The room cooler distributors inter- 
viewed all use newspaper space, and 
most of them advertise in local news- 
papers to obtain inquiries from pros- 
pects and to acquaint appliance 
dealers with their units so they will 
add them to their appliance line in 
their stores. 

General appliance outlets, particu- 
larly in the smaller towns and com- 
munities, still do the best job of 
selling room coolers, according to 
these distributors. However, some of 
the distributors have franchised fur- 
niture stores, house-to-house specialty 
salesmen, refrigeration servicemen, 
and department stores to sell room 
coolers. 

In order to stimulate sales among 
their dealers, Dallas distributors pro- 
vide their dealers with direct-mail 
material; have salesmen ‘available to 
ferret out leads, to assist in selling 
and demonstrating, and to close 
sales; provide for financing through 
local banks and some distributors 
are considering meter plan or rental 
arrangements. 

The Philco distributor in Dallas, 
The Southwestern Co., operates in 
approximately 35 counties surround- 
ing Dallas and each year all dealers 
and dealer-salesmen are given a full 
day’s sales training session in selling 
room coolers. This training in small 
dealer groups precedes the year’s 
major air conditioning sales season 
and consists of a thorough sales talk 
by the district sales manager, perti- 
nent installation and service infor- 
mation by the district service man- 
ager, and concluded with a film 
covering the fine points of good sales- 
manship. 

According to Dallas distributors, 
the room cooler is fast moving from 
the luxury class to the specialty sell- 


No, Not a Factory! 


Proud that their state is the largest in the union, Texans are not 
shrinking violets when it comes to discussing other features of the area, 
but this view of an air conditioning dealer’s sheet metal shop will give 


credance to many “tall tales.” 


This shows a portion of the extensive 


quarters occupied by Carrier-Bock Corp. of Dallas. 


One of the few buildings ever designed specifically for an air conditioning 
Contractor, Carrier-Bock’s home allows plenty of room for such depart- 
ments as the refrigeration repair shop above. 
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Cooling Tower Skyline Is Mark of Air Conditioned Metropolis 


: 7H 


is 
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ing class. The most promising mar- 
kets for the increased sale of room 
coolers in this’area are in middle-to- 
upper income residences, professional 
offices, small hotels, and_ tourist 
courts. In practically all instances, 


No matter where one looks in Dallas, anyone with any knowledge of the 
air conditioning industry would be aware that there’s a tremendous 
amount of air conditioning in use in that city. The picture above, for 
example, was taken at random from a hotel room (air conditioned, of 
course) to show how the many cooling towers constitute a mark of 
distinction for the city’s skyline. There are at least 10 such towers 
indicated by arrows above. Dallas is not faced with water shortages 


the %-ton unit is the most popular 


size. 
= 


as yet, but water re-circulating devices are generally used, because of 
their proven value as money-savers. 
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Who's trying to 
tell you how to 
run your business ? 


Maybe it’s some big sales manager behind a desk 
somewhere hundreds of miles away .. . or it could 
be a hardboiled credit manager who’s never even 
| been inside your store. Doesn’t matter . . . because 
we want a chance to give your business back to you! 
We want you to know about the usAIRco Direct- 
TO-DEALER FRANCHISE for the complete line of 
usAIRco packaged refrigerated air conditioners 
and evaporative coolers. We want you to have all 
the profits... 
left over after all the distributors and middlemen 
have taken their cut. We want you to be able to 


not just whatever happens to be 


quit sweating to meet ridiculous quotas set by 
someone you never met . . . quit worrying about 


i 
| Ar ee 


Write on your letterhead. 


hanging onto your dealership . . . quit having to 
overload your inventory because somebody else 
wants to make a showing. 

We have an idea that’s what you want, too. 


HERE’S WHAT YOU WANT... 


1. More Profits. All the profit is yours. By dealing direct 
with the manufacturers you eliminate distributors and 
middlemen of any kind. No other group takes a cent of 
the profits. And all units are priced to meet or beat 
competition. 


2. Business Security. You run your business your way... 
with as much help from usAIRco as you want. You 
decide what and how much to buy. You have no arbi- 
trary quotas to meet in order to keep your dealership. 


3. Freedom-to-Buy. You're never urged or pressured to 
carry more inventory than you need to handle your 
volume. Yet stocks are nearby in strategically located 
warehouses ready to serve you. 


4. Accepted Products. You sell the products of a company 
that’s pioneered nearly every major advance in air 

nditioning design . . . an organization that had its 
start at the very dawn of the industry. 
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If it is, read below what our usAIRco Drrect- 
. then write 
on your business letterhead to the address below 


TO-DEALER FRANCHISE offers you . . 


for the book that tells the whole story. 


HERE’S WHAT WE DELIVER 


5. Strong Warranties. All usAIRco store and room units 
of 5 tons or less are protected by a five year warranty 
that guarantees replacement and installation of faulty 
compressor parts at absolutely no cost to you or to 
your customer. 


6. Practical Sales Help. The entire sales and advertising 
staff of this nationwide organization is at your command. 
You'll get advertising cooperation, direct personal sell- 
ing help from our field representatives, to help you 
move merchandise. 


7. Engineering Counsel. The whole usAIRco application 
engineering staff is ready to help you on any sort of air 
conditioning installation. This sort of cooperation opens 
up a large and profitable field for you. 


8. Financing Assistance. Through a large national financ- 
ing company, USAIRco can arrange generous and flexible 
financing plans to assist you in accepting installment 
purchases. You are protected against credit losses. 


usAlAce 


UNITED STATES AIR CONDITIONING CORPORATION 
3371 Como Avenue S. E., Minneapolis 14, Minn. 
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‘Oversold Coupon’ Impresses Customer 


Goodwill Gimmick Also Ups Store Traffic, Builds Mailing List 


PANAMA CITY, Fla.—A frequent 
source of consumer irritation—the 
fact that ‘fon sale” merchandise has 
already been exhausted by the time 
the prospect gets to the store—has 
been eliminated through use of an 
“oversold coupon” developed by 
Child’s, appliance dealership here. 

Any sales person in the store is 
authorized to issue this coupon to 
customers under the above circum- 
stances, according to H. T. Harlan, 
manager. Good for one week, the 
coupon is a 4-in. by 2%-in. slip of 
paper which is headed with the name 
of the store, and bears three columns 
headed “Quantity,” “Item,” and 
“Price.” 

In this space, the salesman waiting 
on a customer who has been too 


late for a sale enters the item de- 
sired, and the price at which it was 
offered during the sale, and the 
quantity. The date issued is likewise 
entered at the bottom, as is the 
signature of the salesman. A heavy 
line at the base of the slip reads 
“Void after seven days from above 
date.” 

It is explained to the customer that 
she is entitled to purchase the same 
merchandise, at the sale price, when- 
ever it comes in during the ensuing 
week. A check is made of orders, in 
order to determine when the mer- 
chandise will be available, and the 
customer is invited to come back on 
that day. 

This not only represents a signifi- 
cant saving for many customers, but 


also is an important traffic-builder, 
Harlan pointed out, inasmuch as the 
customer usually returns to the store 
to make the purchase which the 
oversold coupon authorizes. 

Incidentally, the filling out of 
names and addresses, and use of the 
slip, has likewise helped to augment 
the store’s mailing list tremendously, ~ 
inasmuch as the customer’s name and 
address is written on the back of the 
coupon when she turns it in to the 
store. 

“In this way, we retain the good- 
will of the customer, impress her 
with the fact that we will go to 
extra lengths to insure her satisfac- 
tion, and do away entirely with ill- 
will and disappointment,” it was 
summed up. 


Stock Tank Heater Might Become 
Appliance for Rural Market In Future 


LINCOLN, Neb.—Appliance dealers 
serving rural areas may be adding 
a new appliance to their stocks as 
a result of an experiment now under- 
way at the University of Nebraska 
Agricultural Engineering department. 

Tests have been started by F. D. 
Yung, research engineer in rural.elec- 
trification, to determine savings that 
may be effected for stock growers 
through proper protection of the 
farm stock tank during the winter 
months. It is a known fact that 
cattle lose considerable weight when 
deprived of water by frozen-over 
watering tanks. 

The research engineer has set up 
five tanks with different types of 
heaters. One simply has a heater. 


The second has a heater and cover, 
while the third has heater and in- 
sulation. No. 4 has the heater and 
woodbox around the drinking openir g, 
and No. 5 is equipped with all tne 
protection installed on the other 
four. In each case, the heater usag 
electricity. 

The box on two of the tanks : x. 
tends almost to the bottom of i ie 
container, keeping the wind frm 
blowing over the water, and confi: ag 
the heat to the drinking area. 


Yung said there will be no cn- 
clusive information on the results of 
the experiment until next spring, * ut 
that it is entirely possible a god 
stock tank heater could be develo; 24 
commercially for the farm trade. 


— 


Kelvinator of Canada Plans $2,600,000 Expansion 
To Meet Growing Demand and Save U.S. Dollars 


LONDON, Ont., Can. — Kelvinator 
of Canada will spend $2,600,000 in 
expansion of its plant here this year, 
President and General Manager C. 
W. Hadden announced. 

The program, which will almost 
double present floor space in the 
firm’s Dundas St. E. plants, is sched- 
uled to be completed early in 1951. 

Hadden said decision to start the 
extensive expansion program was due 
to several factors. Among them were 
“a very rapid increase” in new homes 
constructed in recent years, an in- 
crease in Canada’s population, and 
the extensive rural _ electrification 
programs underway throughout the 
Dominion. 

Kelvinator of Canada, Ltd., with 
head offices and plant in London, 
manufactures’ refrigerators, water 
and beverage coolers, ice cream cabi- 
nets, and all types of commercial re- 
frigeration units. 

Some of the work has already 
started. A new power house costing 
$225,000 is underway. It will supply 
steam heating and processing re- 
quirements for operations in all sec- 
tions of the plant. 

Hadden said the program would 


make the firm “more self-sustaining 
insofar as materials are concerned.” 
The company hopes to decrease ex- 
penditures in the United States, thus 
saving badly needed United States 
dollars. 

In addition, closer connections 
with Kelvinator, Ltd., Crewe, Eng- 
land, will be developed, with a greater 
proportion of parts and equipment 
coming from Britain. This, said Had- 
den, will improve the exchange posi- 
tion between Britain and Canada, 
and reduce prices on many of the 
firm’s products. 


Haley To Be Sales Manager 
For Deepfreeze Distributing 


CINCINNATI—Guy D. Haley, ac- 
tive in the appliance distribution field 
for many years, has been appointed 
sales manager for Deepfreeze Dis- 
tributing Corp., it was announced by 
President Robert P. Jackson. 

The company was recently ap- 
pointed distributor in this area for 
the Stewart-Warner radio and tele- 
vision receivers. 
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MORE THAN 1000 
"RIGHT ANSWERS” 


You know you're 
right when you 
use C-H “spe- 
cific-fit” controls, 


2 No “modifying,” no fussing, no delay when 
. you answer service calls with C-H “‘specific- 
fit’’ replacement control units. You take out 
the old, put inthe new... and you are through! 
It’s the easy, sure way to do the job right be- 
cause Cutler-Hammer has manufactured such 
“ee “specific-fit’’ units for more than 1,000 mod- 
4 els of refrigerators built since 1925. And 
you'll also quickly see how the widely-known 
Cutler-Hammer name (advertised in The 
Saturday Evening Post, Time, Newsweek, 
American Home, Better Homes & Gardens, 
House & Garden, etc.) builds customer confi- 
dence and good will. The C-H refrigeration 
control catalog, as well as the items you need, 
are available through your authorized C-H 


fit” for Mof- = 
fat 1936-37 
models. 
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9521N85C-H"spe- 


cific-fit" for Philco 9502N376 C-H 


“| 1940 models. ““specific-fit"’ for 
as refrigeration wholesaler. Do not forget, this pony 4 “ + 
“ C-H refrigeration control line includes the thn 
popular general purpose two-button replace- 
ment unit (Type 9502) which incorporates sty fh 


dependable motor overload protection. for Briggs 1938 
CUTLER-HAMMER, Inc., 1362 St. Paul 


. Ave., Milwaukee 1, Wisconsin. 


CUTLER’-HAMMER 


P = 


9521N56C-H “spe- 
cific-fit” for Gale 


Of 7 1941 models. 


Electric Range 


CHICAGO — The national average 
cost of installing electric ranges has 
moved steadily downward since 1947, 
the first year when annual sales 
reached a million units. 

While wiring costs are still a live 
issue in the trade, appliance dealers 
have established better working ar- 
rangements with electricians, as in- 
dicated by the fact that national 
average installation cost in 1949 
reached a post-war low of $35. This 
is $5 under the 1948 average, and 
$14 under the 1947 level. 

These figures are projections of 
a consumer survey conducted by 
Hotpoint, Inc., and represent tabula- 
tions covering more than 8,000 range 
purchases in the 12 months ended 
Dec. 31, 1949. 

Announcing the results of this 
latest market study, Edward R. Tay- 
lor, sales manager, said that the sur- 
vey throws new light on installation 
costs as well as factors underlying 
electric range sales. 


Medium Income Groups 
He asserted that the tabulations 


‘definitely establish the market for 


this appliance in the medium income 
groups. Two thirds of the constfmers 
valued their homes at $10,000 or 
under, tabulations showed, indicat- 
ing that electric ranges have won 
recognized acceptance in the income 
bracket that accounts for the bulk 
of appliance purchases. 

New appliances with low satura- 
tion are bought chiefly by higher 
income groups, Taylor noted. This 
is borne out by the dishwasher with 
a saturation of less than 2%; in 
1949, 60% of the machines made by 
Hotpoint went into homes valued at 
$15,000 or more. 

The survey drew comments on the 
per cent of electric ranges replacing 
gas; the extent of the new home 
market; product features’ that 
brought about the sale; type of re- 
tail outlet; and _ classification of 
buyers by home valuation, size of 
town, and geographical regions. 

Taylor asserted that wiring costs 


Installation: 


cooking clinics, demonstrations in 
the customer’s home, and mainten- 
ance of the appliance after it is in- 
stalled. 

Appliance dealers, who have always 
demonstrated themselves to be re- 
sourceful merchants through specialty 
selling programs, get the largest 
share of the electric range business, 
as indicated by the fact that 60% 
of the consumers bought from this 
type of outlet. This was a 1% de- 
crease from the previous year, while 
utilities were patronized by 14% of 
the consumers, a slight increase over 
1948. , 


Furniture, Dept. Stores 


Furniture and department stores 
accounted for a combined volume of 
16% of the business, Taylor asserted. 

He believes that key account ad- 
vertising and promotion programs 
can help the sales efforts of the en- 
tire dealer structure in that particu- 
lar trading area. 

In the post-war period when ap- 
pliances came into sufficient supply 
to allow consumers to shop for their 
choice, the majority made their selec- 
tions on the basis of features, design, 
and construction. In 1949, brand 
name and reputation emerged as the 
dominant factor influencing sales, 
with nearly 60% buying for this rea- 
son, whereas 62.5% of the customers 
named product features as the reason 
for the purchase in 1948. 

Greater exposure to electric living 
in metropolitan areas is a strong in- 
fluence on prospective range buyers, 
as indicated by the fact that 24.8% 
of the consumers lived in cities with 
a population of more than 50,000. 

Customers in small-town and city 
fringe areas also are a factor, mak- 
ing up 19.8% of the sales. Approxi- 
mately 15% of the buyers lived in 
towns of 10,000 to 50,000, while 14% 
were located on farms. 

Taylor believes that the outlook 
for the electric range business is 
good, with four basic factors acting 
to bring further reductions in wiring 
costs in 1950: 


Lower Cost Favors Purchase 
By Medium Income Families 


1. The nation’s electric utility n- 
dustry is nearing completion of a $9 
billion expansion program to incre: se 
power generating capacity by 50% 
over the 1945 peak of 50 million 
kilowatts. 

This means that electric companies 
will broaden promotion programs in 
local trading areas to extend the 
market for electric appliances in the 
home. This should result in the first 
considerable upsurge in appliances 
since the pent-up war demand was 
wiped out. 

2. Electric ranges historically have 
been regarded as one of the leading 
load-building appliances. A number 
of electric companies today make a 
practice of underwriting installation, 
particularly in metropolitan areas. 
This will become more widespread as 
the nation’s power reserve ap- 
proaches the point normally con- 
sidered adequate. 


Who Will Gain? 


Retailers who stand to gain the 
maximum benefits from utility sup- 
port are those who have taken the 
initiative in working out their own 
arrangements with electricians, there- 
by establishing themselves as head- 
quarters for electric ranges in their 
communities. 

8. Electricians in the post-war 
years have had more business than 
they can conveniently handle. Many 
have been reluctant to take on small 
installation jobs, particularly where 
the tradesman doing the work does 
not sell the appliance. In the future, 
mechanics will seek this type of work 
as conditions in the building and con- 
struction fields become more competi- 
tive. 

4. More new homes and apartment 
buildings are being wired for elec- 
tric ranges at the time of construc- 
tion. Progress made in this respect 
indicates that in the future buyers of 
new homes will be able to plug in an 
electric range like a refrigerator. A 
number of the country’s newest and 
largest apartment buildings are 
equipped with all-electric kitchens. 


in some areas are still “too high,” @ 


and continue to be a factor in mer- 
chandising electric ranges, but 
noted that half of the consumers feel 
the expense of wiring their homes is 
offset by the advantages of this 
modern method of cooking. 

He attributed the decrease in in- 
stallation costs to closer cooperation 
among manufacturers, distributors, 
retailers, and local electricians. An 
important factor in the past year 
also has been wider utility merchan- 
dising, promotion, and_ installation 
underwriting. This has resulted in 
more sales for dealers located in 
trading areas where electric com- 
pany promotions were carried out. 

Besides benefiting directly from 
this extensive advertising and pro- 
motion, dealers have access to elec- 
tric company facilities. These in- 
clude services of home economists, 


Available from 
1/2 to 10 H.P. 


CLEANABLE 
DOUBLE-TUBE 

COUNTER-FLOW 
WATER-COOLED 


Write for literature 


PITTSBURGH 22, PA. 
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Complete letterpress service of 
superior quality now available. 
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PRINTING 
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DIREC 


MAIL 


Layout, art work, copy consulta- 
tion, composition, printing, bind- 
ing, and shipping. Write for 
quotation on your next job. 


Lists covering important seg- 
ments of the industry. Typewriter 
and machine addressing. Multi- 
graphed, printed, or Robotyped 
reproduction. Complete mailing 
service. Send for Direct Mail 
Rate List. 


1L> DIVISION co susness news pusisung «0 


450 WEST FORT STREET, DETROIT 26, MICHI 
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Kramer Shows New Remote 
ir Cooled Condenser 


JRENTON, N. J.—Development of 
a 3elf-contained, remote-type air- 
coo ed condenser for commercial re- 
frig¢eration and air conditioning in- 
sta) ations has been announced by 
Kremer Trenton Co. here. 

The, company said the condenser, 
called the “Unicon,” was devised ‘“‘to 
con pletely eliminate the use of water 
wit! refrigeration compressors.” 

Ji noted that “the water shortage 
pro lem is becoming more serious, 
and an ever-increasing number of 
con munities are adopting water re- 
striction policies limiting the use of 
water with compressors for both 
commercial refrigeration and air con- 
ditioning.” 

The condenser consists of a coil, 
housing, motor, and fan. It is being 
fabricated in six sizes, ranging in 
capacity from %-ton to 5%-ton. 

Kramer Trenton pointed out that 
the condenser may be placed near a 
window, wall opening, or in any well- 
ventilated space within reasonable 
distance from the compressor. This 
is said to speed removal from the 


area of the hot air leaving the con- 
denser and thus increase refrigera- 
tion capacity. The Unicon can be 
furnished with a special protective 
hood for the motors for outside 
mounting. : 

Another advantage cited is that 
since the unit employs individual fans 
and motors, the full capacity of the 
compressor can be used for refrigera- 
tion the same as with a water-cooled 
condenser. 

“In addition to using the Unicon 
as the only condenser in a system,” 
the company said, “it can be used in 
conjunction with an air or water- 
cooled condenser. 

“The addition of a Unicon to a sys- 
tem using a water-cooled condenser 
will result in a large saving in water 
with no loss of refrigeration capacity. 
The compressor will operate as air- 
cooled excepting during peak loads, 
when the water-cooled condenser 
would cut in on high pressure.” 

A bulletin (No. U177) is available 
which includes complete rating tables 
to cover selection under various op- 
eration conditions. The bulletin also 
contains a rapid selection chart for 
the Unicon under various suction 
temperatures. 


for 
~ Quality 


HIGH 
AND 
LOW BOY 
MODELS 


LARKIN 
WALL 
HUMI-TEMP 


Cuality speaks a language every- 
body understands. Wholesalers, 
d alers, and users alike know that 
tle name Larkin means quality— 
© workmanship, materials, and 
p. rformance. e 


M nufacturers of the original Cross-Fin 
Cc i — Humi-Temp Units — Evaporative 
ad Air Cooled Condensers — Air 
Co ditioning Units and Coils —Direct Ex- 
Pe ision Water Coolers — Steel Vacuum 
Pl: te Coils — Heat Exchangers. 


WATC (DOG OF THE NATION'S FOOD SUPPLY fi 
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Liquid Cooler Designed 
For Heavy Applications 


NEW YORK CITY—The Heat-X- 
Changer Co. is now in production on 
a new line of heavy-duty liquid 
coolers. 

The coolers are multiple assem- 
blies of the Heat-X cast aluminum 
coolers. Capacities range from 80 to 
320 g.p.h. cooling water from 80 to 
45°, and from 52 to 208 g.p.h. when 
cooling from 80 to 35°. 

Protection against damange due 
to freezing is retained in these large 
units, the same as all of the smaller 
standard Heat-X coolers, the com- 
pany stated. It said the line was 
developed for use in bakeries, bottl- 
ing plants, processing applications, 
and the like. 

Standard liquid coils are of seam- 
less copper tubing, but stainless steel 
can be supplied for special applica- 
tions. 

Two series of models are available. 
The ETI series is designed to deliver 
water at a temperature of 40° F. or 
higher. The ETIP series has a circu- 
lator pump incorporated, and will 
supply water as low as 35° F., ac- 
cording to the company. 

All coolers are supplied complete in 
an insulating case. Expansion valves 
and controls are included. 
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Converter Line Introduced 
By Cornell-Dubilier Corp. 


SOUTH PLAINFIELD, N. J.— 


© Cornell-Dubilier Electric Corp. has 


introduced its ‘‘Powercon” line of d.c. 
to a.c. converters. 

Several of the 32 and 110-volt 
models include the “C-D Phantom- 
switch” circuit for automatic starting 
and stopping when the a.c. load 
switch is operated. The most fre- 
quent use of these units is to create 
110-volt, 60-cycle a.c. from battery 
or other direct-current sources to 
permit the operation of standard 
radio or television receivers, ampli- 
fiers, record-players, or small electri- 
cal appliances in locations where 
commercial alternating current is 
not available. 

The conversion from 6-volt battery 
power to 110-volt 60-cycle a.c. is 
handled by models 6R5 and 6R10, 
which provide 50 and 100-watt ca- 
pacity, respectively. For 12-volt serv- 
ice, models 12R8 and 12RU15 provide 
80 and 150 watts respectively. Such 
models are commonly used in mobile 
service or on small power boats. 

For conversion from 32-volt d.c. to 
110-volt a.c. in rural areas or on 
pleasure boats, models 32R8 and 


'32RU15 furnish capacities of 80 and 


150 watts, respectively. Model 32RU- 
15 has provision for operating small 
motor-driven appliances and contains 
the Phantomswitch. 

Cornell-Dubilier has especially de- 
signed Powercon models 110RT15, 
110RT25, and 110RT35 to cover the 
special requirements of television in 
converting from 110 volts d.c. to a.c. 
These models provide 150, 250, and 


se 
F 
‘ 


350 watts respectively. Models 110- 
RT15 and 110RT25 may be obtained 
with an adjustable frequency vibra- 
tor which permits the user to set the 
converter output to precisely the 
same frequency as the broadcasting 
station. This eliminates certain pic- 
ture distortions traceable to fre- 
quency deviation. 

Two battery eliminators, creating 
d.c. from a.c., are available. Model 
110BA6 operates from 110 volts a.c. 
and provides from 2 to 10 amperes 
at 6 volts (60 watts). Companion 


model, 110BA12 provides from 4 to ° 


20 amperes at 6 volts, or from 2 
to 10 amperes at 12 volts (120 
watts). 

These models are a suitable substi- 
tute for batteries in servicing and 
demonstrating auto, marine, or air- 
craft radios or appliances. They may 


be used for charging 6 or 12-volt 


batteries. 


Norris Unit Dispenses 
Milk Directly from Can 


MINNEAPOLIS — “Colder, tastier, 
purer” milk can reportedly be offered 
by food-serving establishments 
through use of a bulk milk dispenser 
developed by Norris Dispensers, Inc. 
here. 

In the system, milk is drawn di- 
rectly from a _ special dairy-sealed, 
5-gal. can through a sterile tube 
attached to the outlet on the bottom 
of the can. The sealed tube, made 
by The B. F. Goodrich Co., is wrapped 
in Pliofilm to insure non-contamina- 
tion and is for single use, the manu- 
facturer explained. 

When the can of milk is placed in 
the refrigerated cabinet for use, the 

> 


Norris bulk milk dispenser. 


tube is drawn through the valve and 
the sealed end snipped off. The milk 
is then ready to be drawn off into 
glasses by operating the wrist-lift, 
counter-weighted valve or an optional 
glass-type push valve. 

The dispenser is being produced in 
three models with capacities of 5, 
10, and 20 gals. The models accom- 
modate one, two, and four cans 
respectively. Model N1 has one serv- 
ing valve; the other models (N2 and 
N4) have two valves. 

The cabinet is constructed of stain- 
less steel and is Fiberglas insulated. 
Its temperature is said to be auto- 
matically controlled within a 5° rise. 
The dispenser is equipped with a 
hermetically-sealed condensing unit 
which is easily serviced or removed, 
according to the company. 

Advantages claimed by the manu- 


facturer are that the ‘“‘constant-cold” 
condition under which the milk is 
kept results in an “extremely low” 
bacteria count, improved palatability, 
and increased sales; that ‘“substan- 
tial’’ savings can be effected in han- 
dling time, refrigerated storage, buss- 
ing, and serving time; and that bottle 
problems, drippage, and unsanitary 
storage conditions are eliminated. 

The dispenser meets requirements 
of U. S. Public Health Regulation 
No. 220 and has gained the approval 
of many health authorities, the com- 
pany stated. ; 


Dorby Begins Marketing 


Of New Infrared Broiler 


CHICAGO—Recently introduced by 
Dorby Co. here was its new infrared 
broiler which carries a retail price 
of $19.95. 

Features include a broiling surface 
measuring 9 in. by 12 in., porcelain 
and aluminum surfaces, and a 1,600- 
watt heating element (110-220 volts, 
a.c.-d.c.). It is adjustable for heat 
and speed. 

Dorby Co. is located in the Mer- 
chandise Mart, Chicago 54. 
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SECTIONALIZED FOR EASY LOW COST INSTALLATION 
AND SHIPMENT. The sectionalized “Aristocrat” eliminates costly installa- 
tion of conventional walk-in coolers. The two complete sections are handled with the ease of a single reach-in 


man’s dream come true, and a profit-wise item for you. 


Sell the line that offers complete merchandis- 
ing, from a firm that can give sales training 
and merchandise techniques gained in 

yeors of successful retailing as well as manu- 
facturing and distributing experience. Super- 
Cold allows you high profit, with advertising 
sales material support and cooperative assist- 
ance to make your job easier on one of the 
most liberal franchises available. You'll be 
‘way ahead with Super-Cold. Get facts now! 


GUARDIAN OF 


COMPLETE 


THE SUPER-COLD CORP. 


1020 Fost 59th Street * Los Angeles 54, California 
New York, Nework, Bridgeport, Dallas, Houston, Oklahoma 
City, Portlond, Chicago, Philadelphia, New Orleans, Tulsa, 
Abilene Albany, Son Diego, Indianapolis ond All Prin- 
opal Cities Coble Address: “Supercold”’ 


FOOD STORE REFRIGERATION UNDER ONE GREAT NAME 


SUPER-COLD 


‘ARISTOCRAT 


COMBINATION WALK-IN 
REACH-IN REFRIGERATOR 


ST IN THE HEARTS OF INSTALLATION MEN 


type refrigerator and will pass through any standard 38” door opening. The two sections are placed together 
on the job, eight connecting bolts tightened, and refrigerator is completely installed in a matter of minutes. 
The “Aristocrat” is another Super-Cold packaged unit. Refrigeration is completely installed at the factory. 
No cooling coils to hang, no condensing units to locate, no refrigeration lines to install. It is an installation 


INTERIOR: Walls and ceilings are aluminum. 
Floor is kiln dried fir, sealed and lacquered. 
Vertical fluorescent lights encased in vapor- 
proof lucite. Adjustable double strength flat 
wire shelving. 

EXTERIOR: Bonderized steel finished in white 
dulux, trimmed in stainless steel with aluminum 
corner trim. Display doors of non-sweating. 
triple plate gloss. 


THE SUPER-COLD CORPORATION 
1020 Eost 59th Street, Los Angeles 54, Calif. 


Please send me information about the new 
Super-Cold display cases and the new liberal 
Super Cold franchise. 


Nome 


Address 


City Strote 
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The Dallas Story 


Texans Are Not Afraid To Try Out Some New 
Approaches to Air Conditioning Problems 


Roy Matthews, who heads up 
Matthews Engineering Co., has had 
many years of experience behind him 
in the refrigeration and air condi- 
tioning industry, going back to the 
ammonia days, but these many years 
of experience haven’t deterred him 
from trying new methods and ap- 
proaches to air conditioning problems. 

To cite a couple of examples. 
Matthews Engineering completely air 
conditioned the Irwin-Keasler build- 
ing, a large office building here, with 
Airtemp packaged units. Twelve 
packaged units were installed in a 
space 12 by 19 ft. every other floor, 
each coterie of units handling two 
floors. Operations are manually con- 
trolled by floors, and after two years 
of operation nothing but good reports 
have been received on the installa- 
tion. 

The other example is the _ ice 
“storage” system installed in the 
First Methodist Church of Dallas, 
which is described in detail elswhere 
and which has achieved considerable 
publicity because of the studies made 
* on it by David Pfeiffer which have 
been published in the journals of the 
technical societies. The usage and 
load factors—two times a week 20 or 
25 weeks a year—-make the church an 
ideal subject for an ice storage sys- 
tem. 


Matthews of course does a great 
deal of work on conventional in- 
stallations, and one which the head 
of the firm believes to be signifi- 
cant is the one which is being in- 
stalled for the Haggar Pants Co. of 
Greenville, Tex. 

This 100-ton system for the gar- 
ment manufacturer is being installed 
purely for the comfort of the workers, 
for the reason that management has 
found a big drop of efficiency in the 
hot months, and knows that air con- 
ditioning is the only possible correc- 
tive measure. Matthews believes that 
other industrial plants in the south- 
west must eventually come to the 
same conclusion. 

Matthews is one who is_ not 
abashed by the competition offered 
by gas-fired air conditioners in the 
residential air conditioning market. 
Not only can an electrically driven 
compressor type air conditioning sys- 
tem be installed at less cost than a 
year-round gas unit in residences, 
Matthews says, but it offers advan- 
tages in greater flexibility and the 
possibility of a modulating type of 
operation, which is important in 
Dallas, where fast changes in tem- 
perature are often encountered. 

Manufacturers would be _ helpful, 
Matthews says, if they would survey 
the country by areas and then do 


something about designing equipment 
to fit the special needs of the indi- 
vidual areas. Since higher-than-nor- 
mal ambient temperatures are the 
rule in Dallas for a good portion of 
the year, oversizing of condensers is 
pretty much standard practice in in- 
‘stallation procedure, but manufac- 
turers continue to supply units to the 
area with condenser capacity deter- 
mined by conditions in the northern 
half of the country. 


In heating, consideration must be 


given to the fact that homes are. 


generally constructed without base- 
ments, and heating plants should be 
compact for ground floor installation 
without sacrificing anything in the 
way of efficiency. 


Air Conditioning Men 
Combine with Appliance . 
Group In State Assn. 


In the matter of association ac- 
tivity, something is being tried in 
Texas which has been widely dis- 
cussed elsewhere, but almost never 
put into practice. This is an all- 
embracing statewide association, the 
Texas Appliance & Air Conditioning 
Association, which offers membership 
to any person, firm, or corporation 
engaged in retail merchandising of 
appliances using gas or electric 
power, or engaged in business as an 
air conditioning contractor or as a 
retail dealer in air conditioning equip- 
ment. 

An associate membership is open 
to any person, firm, or corporation 
engaged in business related to, but 
not directly in a business that quali- 
fies for active membership. 


An active member’s dues in 1949 


in this Air- and 
Water-Cooled 
Condensing 
Unit 


and the Dependability of Water Cooling 


the Low Cost of Air Cooling 


The new Lipman combination condenser operates most 
of the time as an economical air-cooled unit. When the 
head pressure reaches a pre-determined point the water 


cuts in and helps reduce the head pressure to normal. 


When no longer required, the water will automatically 


cut out. 


This conserves cooling water, holds down costs — yet 
assures positive cooling at all times for satisfactory op- 


eration in hot climates or in rooms where circulation is 


poor and temperatures are extremely high. 
Available in °4 thru 3 hp. capacities, these new com- 


GENERAL REFRIGERATION 


DIVISION 


YATES-AMERICAN MACHINE CO., Beloit, Wisconsin 


bination condensing units augment the present broad 


line of Lipman machines — 
1% thru 40 hp., air- or water- 
cooled, with Freon-12 or 
methyl chloride refrigerants. 
Write for information on the 
Lipman complete line, sales 
opportunities and dealer fran- 


chises. 


as Lipman 
| 1%2-hp. combination 


air- and water-cooled 


condensing unit 


Even chicken hatcheries are air conditioned in Dallas. Above are four pictures of the 


new Western Hatcheries plant, 
Martin-Johnson Engineering Co. 


which has a 
(Top left) In the hatching chambers, exact temperature 


variety of equipment installed by 


control is a must, and is made possible by closely controlled chilled water spray system 


in each of the sections. 


(Lower left) Two-stage refrigeration system, Temprite water- 


chilling unit, and water storage tark furnish the cooling for the chilled spray system. 

(Top right) Hugh Martin with the packaged conditioner that serves the crating room. 

(Lower right) Neat installation (on tiled floor) of machinery for cooling the office section 
of Western Hatcheries. 


were based upon his estimated 1948 
gross business on the following slid- 


» : 
‘Y ing scale: 


Income Bracket Dues 
$ 0— 100,000 $ 25 
100,000— 175,000 50 
175,000— 250,000 75 
250,000— 500,000 100 


500,000— 750,000 200 
750,000—1,000,000 300 
1,000,000—1,500,000 400 
8. 1,500,000—and up 500 


An associate member’s dues in 
1949 were set at $100. 

Principal objectives and purposes 
of the association are industry repre- 
sentation before government agen- 
cies, improvement of intra-industry 
relations, establishment of friendly 
and profitable relations with public 
utilities, training of member person- 
nel, furnishing of information on 
latest developments in merchandising, 
service, and engineering. 

Serving as executive vice president 
and counsel is Gen. Preston A. 
Weatherred, long associated with ice 
industry groups in the southwest, 
and highly respected by state officials 
in Texas. 2 

Directors of the Texas Appliance & 
Air Conditioning Association are: 
Frank G. Atwater, Houston; B. B. 
Baird, Longview; Marvin L. Brown, 
Dallas; Paul Cato, Ft. Worth; J. E. 
Connally, Abilene; Ernest Crum- 
packer, Houston; Raymond H. Dear, 
Austin; Sydney Gaines, Wichita 
Falls; Jack Lowe, Dallas; Dave 
Locher, Corpus Christi; Roy R. Mat- 
thews, Dallas; E. L. Moseley, Gal- 
veston; A. R. Nucklos, Waco; Charles 
W. Parce, Harlingen; Fred Rodgers, 
Dallas; A. W. Stubbeman, Ft. Worth; 
Howard L. Terry, Houston; Joe W. 
Thiele, San Antonio; and James A. 
Walsh, Houston. 

Officers elected for 1950 are: Presi- 
dent, Raymond H. Dear; vice presi- 
dent, Roy R. Matthews; and treas- 
urer, Howard L. Terry. 
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Martin’s Unusual Ideas 
On Contractor's Setup 


Hugh Martin, who heads up the 
Dallas part of the Martin-Johnson 
Engineering Co. (his partner heads 
up the Tyler, Tex. part of the com- 


pany) is representative of the type < 


of achievement that is possible in 
the air conditioning and commercial 
refrigeration field. 

Although a native of Texas he had 
worked in field engineering and sales 
capacities in the North prior to the 
War. When he was discharged from 
the service in 1945, he decided to set 
up in Dallas as a refrigeration and 
air conditioning contractor. 

In the relatively short span of time 
since then he has established con- 
siderable of a business, employing 
some 50 people, operating his own 
installation and service departments 


and sheet metal shops, and installing | 


many jobs both large and small. 


Martin’s set-up has some features 
that are unusual from the standpoint 
of a conventional contractor’s set-up. 
At the present time he is not fran- 
chised for any particular’ line of 
equipment, stating that he prefers 
to be free to buy the equipment that 
“best fits the job.” 

He also is set on maintaining his 
own plumbing, electrical, and sheet 
metal departments, rather than sub- 
letting these parts of his job. 


“You can offer better service to the 
customer, if you have your own or- 
ganization for this work,” he de- 
clares. ‘“‘And service to the customer 
is the way to build business. 


“When a customer calls me up and 
says that a job isn’t operating satis- 
factorily or that he thinks it needs 
adjustment, I’m very careful to 
thank him, because we appreciate the 
opportunity of making the job per- 
form in the best possible manner.” 


Martin’s organization has made a- 


number of installations worthy of 
mention. In the new 3-story Norman 
office building he has conditioned each 
floor with a 50-ton direct expansion 
system, each with its own evapora- 
tive condenser (this latter is note- 
worthy in itself, for Dallas is 4a 
“cooling tower’’ town on large in- 
stallations). 

Other jobs include a 100-ton stor- 
age-type system at Dallas Country 
Club, some church storage installa- 
tions, a number of residential installa- 
tions, and a wide variety of commer- 
cial establishments. He is currently 
installing what is said to be the 
largest radiant heating job in Texas 
for Pioneer Airlines and will also 
have some comfort cooling on this 
job at the airport. 

A job that Martin is completing 
now for Western Hatcheries new es- 
tablishment is newsworthy in that 
a chicken hatchery would hardly be 
considered a prospect for a refrigera- 
tion installation and two types of 
air conditioning systems. 

Refrigeration installation consists 
of a staged condensing unit sctup 
with Temprite water cooling sys em 
and water storage tank to cov 4 
spray to hold incubator temperat' res 
within .3 of a degree. A central ¢0l- 
ing system air conditions the of ices 
in the hatchery, and a 5-hp. p.ck- 
aged conditioner will cool the g ad 
ing area. 
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Dallas Drew a National Air Conditioning Show 


ANNOUNCING 


B 
Tre 
FVARORATIVE CONDENSER 


Holding of the recent Southwest Air Conditioning Exposition at the State Fair Grounds 
in Dallas was a tribute to both the aggressiveness of Texas air conditioning men, and 
also to the fact that the southwest is such a great market for air conditioning. Many 
monufacturers used the show to introduce new equipment, as is shown in the Baltimore 


Aircoil Co. exhibit above, where the firm's new “UL” 


series of evaporative condensers 


were introduced. Below is a picture of the General Controls Co. exhibit, showing 
the activity that marked the exhibits during the show. 


Gas Utility Explains Why and How It 
Will Promote Gas Air Conditioner 


Gas air conditioning—actively pro- 
moted by the local gas utility in 
Dallas as a means of “glamorizing”’ 
its product—is proving to be a promi- 
nent factor in the home air condition- 
ing market here. 

Both electric and gas air condition- 
ing sales representatives agree that 
the city’s homes represent a huge, 
virtually untapped market that is 
just about ready for the plucking. 

In the race to reach this lucrative 
market, electric men fear and gas 
men hope that gas air conditioning 
has the inside track. 

There are several factors cited in 
awarding gas air conditioning the 
favored spot. They are: 

1. This is the heart of natural gas 
country. Therefore gas is plentiful 
and cheap. It is claimed a large home 
can be heated and cooled by gas for 
$120 per year. 

2. Sold by the utility (the Lone 
Star Gas Co.) itself, gas air condi- 
tioning is favored by an aggressive, 
centralized, and continuing promotion 
campaign. It gets the benefits of low 
utility rates, long terms of payment, 
and a servicing contract that removes 
all worries from the home owner’s 
mind for $20 to $25 per year. 

3. Gas air conditioning boasts sev- 
eral features that electric air condi- 
tioning salesmen find hard to provide 
in their units. These include low 
operating cost, ease of switching the 
conditioner from cooling to heating 
at moment’s notice (vital in a city 
Where the. temperature has _ been 
known to drop 71° in five hours), and 
quiet, vibrationless operation. 


INITIAL COST IS HIGH 


Despite these advantages, gas air 
conc itioning has a much higher initial 
‘ost than electric air conditioning— 
tang ing upward from about $3,700. 

L. C. Roberts, advertising super- 
Viso; of the Lone Star Gas Co., out- 
lineé the development of gas air 
Conditioning in the local market and 
*xpleined why the utility is “carrying 
the ball” in promoting its growth. 

Just prior to World War II, he 
related, the gas company was casting 
about for some means of glamorizing 
8as. Like electricity, gas is some- 
thing the people used and took for 
stant ed. 

The utility wanted some means of 


. prospects, 


making the public conscious of the 
work gas does for them and to get 
them to use more of it. 

“Lord knows,” Roberts said, “air 
conditioning has plenty of glamor.” 

So the utility put three test units 
in residences and became quite en- 
thusiastic about the results obtained. 
With the advent of the war, however, 
air conditioning equipment was un- 
obtainable and plans for its develop- 
ment had to be postponed. 

During the particularly hot summer 
of 1944, the utility felt that the time 
was ripe to let the public know that 
at the end of the war, gas air condi- 
tioning units would be available. So, 
it conductcd an advertising program 
to press this point home. 

In 1947, when Servel began making 
its 3 and 5-ton air conditioning units 
available in quantity, the utility be- 
gan to actively merchandise the units. 


SALES DEPT. TAKES OVER 


According to Roberts, the utility 
first placed the entire program in 
the hands of the engineering depart- 
ment, letting that department do 
both the selling and installation. 

However, the company soon found 
that the engineers could find more 
reasons why the unit would not work 
in a man’s house than ways of 
making it work. So, the sales end 
of the business was transferred to 
the utility’s sales department with 
the engineers handling only the in- 
stallation and service. This proved to 
be a happier combination. 

During this period of pioneering 
installations, the company played up 
each new installation in its advertis- 
ing and followed these with testi- 
monials from satisfied owners. 

“The idea was to give the public 
confidence that gas air conditioning 
really does the job,” Roberts said. 
The campaign produced many new 
about 40% of them in 
homes already built and the re- 
mainder among families that wanted 
the gas air conditioning incorporated 
in a new house. 

Last year, with the competition 


from electric air conditioning getting | 


stiffer and both types of units being 


freely available, the utility shifted | 


its advertising tactics. It started 
playing up the specific advantages 
of gas air conditioning, such as silent, 


vibrationless operation, flexibility of 
shifting from cooling to heating, and 
low operating cost. 

Next year, Roberts said, the utility 
plans to point out to “middle class” 
home _ builders—those planning to 
construct homes in the $15,000 
bracket—that they can build their 
home specifically for gas air condi- 
tioning and save the cost of installa- 
tion. 

By eliminating such items as fire- 
places, breezeways, and large ex- 
posures, and permitting the machin- 
ery room to be in the center, they 
can build an air conditioned home for 
the same price as one without air 
conditioning, he explained. 

Although there are more than 7,000 
tons of gas air conditioning in Dallas 
today—mostly in 3 and 5-ton home 
units—the utility still considers the 
business to be in its infancy. 

The load building potential of gas 
air conditioning is too great and 
means too much to the utility’s future 
development to permit a haphazard 
growth, Roberts indicated. 

He felt that the utility is the only 
organization set up to do the con- 
tinuing, pioneering job that is neces- 
sary to get gas air conditioning 
accepted by the public and on its 
feet as an industry. 

Roberts thought that it was possi- 
ble that after the development stage 
had passed, that the business might 
be turned over to private sales and 
installation organizations . 

Besides the home units, the utility 
is also starting to merchandise Ready 
Power gas engined refrigeration for 
theaters, small hotels, department 
stores, and office buildings; a Carrier 
system for large department stores, 
office buildings, and manufacturing 
plants; and steam turbine cooling 
systems for large buildings. 


Pamphlet Offers Data 
On Capillary Uses 


NEW YORK CITY—A guide to the 
application of capillary tubes on 
“Freon-12” hermetic condensing sys- 
tems is the latest Application Data 
Section to be issued by American 
Society of Refrigerating Ragincere, 
40 West 40 St., here. 

The guide tells how a capillary 
tube should be applied to a condens- 
ing unit during manufacture or in 
changing from a thermostatic ex- 
pansion valve to a capillary tube in 
an existing unit, according to the 
society. 

Identified as AD-48, the pamphlet 
describes the advantages of the capil- 
lary tube for certain applications, the 
theory of operation, and precautions 
to be observed in applying the tube. 
A table gives the approximate length 
and diameter of tube for different 
evaporator temperatures and motor 
horsepower. 


Marlo Guide Provides 
Quick Reference Data 


ST. LOUIS—A 12-page catalog 
covering their complete line of air 
conditioning units has been prepared 
by Marlo Coil Co. here. 

Designed for quick reference and 
use, the new catalog contains clear, 
detailed illustrations of the units 
with factual, simplified descriptions 
of design basis and operation. 

Dimensional data, capacities, and 
ratings make the catalog a complete 
working and estimating guide for air 
conditioning installation, service, and 
maintenance engineers. 


Florida Authority 
Asks Cooling Water 
Returned to Ground 


GAINESVILLE, Fla. — Approxi- 
mately 100 air conditioning engineers, 
attending a conference on the Uni- 
versity of Florida campus here Feb. 
38, were told that extensive use of 
water for air conditioning, except 
where the water is returned to the 
ground, should be discouraged. 

N. C. Ebaugh, head of the uni- 
versity’s mechanical engineering de- 
partment, said that Florida's fresh 
water supply is one of the state’s 


. greatest natural resources, but that 


in some areas of the state the water 
is being overdrawn. 

Ebaugh expressed the opinion that 
Florida’s ground water supply comes 
from its copious rainfall, and not as 
supposed from mountainous and 
plateau areas of states to the north. 

“The idea that water flows into 
Florida from the states to the north 
is challenged since it would necessi- 
tate the flow of water uphill from 
a hydraulic standpoint,” he continued. 

“Furthermore, authorities have 
shown conclusively from a chemical 
viewpoint that the flow of ground 
water in peninsular Florida is away 
from the two principal hydraulic 
‘highs’ and that the water could not 
possibly come from the north.” 

Ebaugh also cited a need for the 
research conservation and _ control 
program now being. promoted by the 
university’s Engineering & Industrial 
Experiment Station, the State Board 
of Health, and the Division of Water 
Surveys & Research. 


Man! 
se Am/set 


for 1950! 


FROM COAST TO COAST YORK DEALERS ARE NOW 
TALKING ABOUT THE NEW UNBEATABLE LINE OF 
YORK PRODUCTS FOR YEAR-ROUND 1950 SALES 


IT’S NOT TOO LATE to get set to cash in on the BIG snowballing demand 
for York air conditioning units with the BIG exclusive 1950 feature! A 
completely Hermetically Sealed Refrigerating System that carries a full five- 


year guarantee! 


And trouble-free air conditioning for home, business and industry is only 


one of the services in the year-round sales strategy of the York Dealer 


. Others 


include automatic ice machines, frozen food cabinets, 4nd condensing units 


and unit coolers. 


But products are only part of the story! 


York products are backed by one of the industry’s most aggressive dealer 


campaigns . . . direct mail. . 


radio... 


. national advertising . . 
slide films . . . sales training . . 


. local newspaper and 
. sales promotion tools of every type 


. . plus the support of a powerful, capable York Distributor. 


Get complete details of how and why you can step up your annual profits 
with year-round sales of York’s unbeatable, complete line of air conditioning 


and refrigerating products. 


See if a York Dealer Franchise is available in your territory. 


Phone your 


local York Distributor, or write today. York Corporation, York, Pennsylvania. 


; a 
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PIONEERS IN INVENTION AND DEVELOPMENT SINCE 1874 


OUR BUSINESS IS IMPROVING YOUR BUSINESS 


Sia Reasons Why 


YORKAIRE ROOM 
CONDITIONERS. 


Window-sill and console types for homes and 
business, There’s an almost limitless list of pros- 
pects for these units. Ratings from 14 hp. to 2 hp. 


YORKAIRE CONDITIONERS. 
You're way, way ahead of 
competition when you offer 
these popular, popular- 
priced store conditioners, 
They're completely “pack- 
aged,” quickly installed. 
Both 3 and 5 hp. ratings, 


AUTOMATIC ICE MAKER. 
Every establishment 
and institution that 
uses ice is an easy-to-sell 
prospect for this unique 
ice cubé and crushed 
ice producer, It sells 
itself because it pays 
for itself in short order! 


FLAKICE MACHINE. 
Any business or in- 
dustry that requires 
great quantities of ice 
for packing, display 
and general purposes 
is a red-hot prospect! 
Selling is easy because 
user savings are high! 


FROZEN FOOD CABINETS. Stores, farms and homes 
are live prospects for these units. They contain 
separate storage and deep-freezing compartments. 


CONDENSING UNITS AND UNIT COOLERS. A com- 
plete line of range and size for every requirement. 


York Dealers are Sales Leaders! 
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The Dallas Story 


Dallas Dealers’ Answers on Trade-In 
Problem Take Variety of Forms 


“T don’t think the appliance dealer 
can afford to fool around with the 
number of trade-ins that are going 
to be coming his way in the next few 
years, and still do any kind of a job 
selling new units.” 

So stated Walter Boedeker of Boe- 
deker & Sons, one of the real old- 
timers in electric refrigerator retail- 
ing in Dallas. What he means is 
that if the dealer has to spend the 
time, effort and money in fixing up 
and selling the big number of used 
jobs he takes in, he’ll have virtually 
nothing left to devote to moving new 
refrigerators. 

The veteran Dallas retailer thinks 
the ideal solution would be for the 
manufacturer to include enough 
“pad” for the dealer in the price to 
the dealer that would permit the 
dealer to give a satisfactory trade- 
in allowance, yet make it unnecessary 
for the dealer to move the traded-in 
box to make a profit. 

Thus, dealers could junk a great 
many of the refrigerators taken in 
on trade-in deals, getting them out 
of circulation so that they wouldn’t 
defer the purchase of new models, 
and also free the dealer of the time 
and expense involved in recondition- 
ing them. 

“TI realize that dealers might abuse 
such a plan,’ Boedeker commented, 
“but it has worked out pretty well 
in the automobile field.” 

Boedeker, whose sales last year in- 
volved some 800 trade-ins, has turned 
to an automotive field practice this 
year in an effort to eliminate the 
problem of handling trade-ins. He is 
“wholesaling’”’ the used refrigerators 
to a used car dealer who has made 
considerable success out of handling 
used cars from dealers who wanted 
to dispose of traded-in automobiles 
in such a manner. If this works out, 
Boedeker thinks it will be a good 
answer to the problem. 

One reason that Boedeker believes 
that trade-ins will become an in- 
creasing factor in the dealer’s opera- 
tions is the fact that the most effec- 
tive advertising he used last year 


was a series of newspaper insertions 
which advertised for trade-ins to be 
used for rental purposes. It indicated 
that many people with old refrigera- 
tors are ready to buy, but want 
something for their old unit. 
Boedeker does rent some _ used 
boxes, at $5 a month and a $5.50 
delivery and pick-up charge. 


Separate ‘Used’ Store 
Has Talking Points 


“The salesman is King around this 
place!” 

What is meant by that statement 
of A. C. McGown, who heads up the 
appliance department at Ford Radio 
& Appliance, is that the attitude of 
the store management and the money 
spent in promotion goes to getting 
top effort out of the salesmen. 

This has paid off in two ways. 
The department did $1,250,000 in 
sales of appliances last year. That’s 
No. 1. No. 2 is that there has been 
practically no turnover of salesmen 
in McGown’s department in over a 
year. 

Ford puts its promotion budget 
into contests. McGown runs contests 
almost continuously, weekly and 
monthly, of all types and varieties. 

“Main thing about contests is that 
they get extra effort out of sales- 
men,” McGown says. “It’s that extra 
effort—working on nights and week- 
ends, that pays off. And you get that 
extra effort by offering some extra 
incentives.” 

Contests are also valuable in mov- 
ing equipment that the store manage- 
ment may want moved. To do this, 
McGown puts the high point value, 
in the contests in which prize- 
winners are determined by point 
total. Salesmen will thus concentrate 
on the desired items and get them 
moved. 

Other types of contests which have 
been found effective are those which 
offer as prizes trips or parties in 
which wives will be included. 


Here's a different answer to the used refrigerator problem. The used refrigerators shown 
here are being displayed on the lot operated by Beckley Used Motors of Dallas. The 
merchandise was bought on a wholesale basis from Boedeker & Sons, dealer doing a 
large appliance volume, but which is trying to get out of used appliance retailing as much 


as possible, because it “messes up” 


selling operations on new merchandise. Boedeker's 


convinced the Beckley people, who have been successful in used car merchandising, to 
take a crack at used appliances, 


Type KOD 136 Control 


bought from Beedoher on a wholesale basis. 


Another feature of Ford’s opera- 
tion is its separate store (located a 
couple of blocks away on the same 
street) for used appliances. 

This separation came about partly 
through necessity, as the main store 
did not have the space to warehouse 
and display the used items, but the 
management believes that some other 
benefits have been realized by the 
separation. 

Where new and used appliances 
are displayed together, a prospect 
may be disturbed by the great dis- 
parity in prices between the two. 
And the prospect may be tempted 
to try to pick up a bargain in a 
used appliance, even though he may 
come in to buy a new one. 

With a separate store, however, the 
customer who comes in to look at used 
refrigerators and can’t find anything 
to satisfy him can readily be told to 
stroll up to the main store, while in 
the main store a prospect never “sells 
himself down” to a used model. 

Only 5% of Ford’s refrigerator 
sales in 1949 involved a trade-in, but 
McGown sees some signs that the 
trade-in will be more of a problem 
in 1950. 

“T wish there was some way in 
which we could junk most of the 
trade-ins,” he commented. “Every 
used model that is sold defers the 
purchase of a new one just that much 
longer.” 

The “no down payment” or low 
down payment competition hasn’t 
proved particularly bothersome to 
McGowan. 

“We get 10% down on 90% or 
more of our sales,” he says. “If a 
salesman has confidence that he has 
the right product and the best deal 
for a customer, he can beat the no 
down payment type of competition. 
Most people who have the desire to 
buy can muster the 10% down.” 


‘Every Used Box Sale 
Hurts’ Says Small Dealer 


Trade-ins? Raymond J. Creech of 
Creech Refrigeration here wants no 
part of them. He has such an aver- 
sion for touching a trade-in that he 
says he has only taken four refrig- 
erators on trade in in the last 3% 
years. 

“I would much rather give the 
customer the value of the trade-in 
and tell her to keep the unit or dispose 
of it herself,” Creech declared. ‘In 
that way, I at least save the $6 in 
drayage it would cost to get the re- 
frigerator from her house to my 
store and then out to a new cus- 
tomer’s house.” 

Creech believes that, even though 
they will not admit it, many dealers 
are finding their profits tied up in 
traded-in merchandise. They, he says, 
are finding that they do a good 
volume during the year but when the 
books are closed their profit is prac- 
tically nil. 

He indicated that he would rather 
do a smaller volume and keep his 
profits and working capital free. 

“Every time a dealer sells a used 
refrigerator, he is cutting himself 
out of a sale of new merchandise,” 
he declared. ‘The man who buys a 
used box will try to wheedle the 
unit along during the hot weather 
and if he makes it, he feels he is 
set for another year. 

“During the hot spells, he may con- 
sider getting a new unit, but when 
he makes the grade with the old 
unit, he forgets all about it till next 
year. Then he tries the same thing 
over again.” 

Creech, who has been in the appli- 
ance business for some 25 years— 
about 19 of them as a Westinghouse 
territory representative, is finding 
that running a small dealership these 
days is like maneuvering an obstacle 
course—getting over one _ obstacle 


with Ranco! 


for Water Coolers 


Kanco Due. 


COLUMBUS 1, OHIO 


NATURALLY — because the 
temperature is Ranco-controlled 


Replace with Ranco Precision-Built Controls for Water 
Coolers — that’s the way to insure complete customer sat- 
isfaction. And it’s the way to make your job easier, too 

. you spend less time, eliminate call-backs, and make 
greater profits on every replacement job. Ask your Ranco 
wholesaler to show you the eight Ranco models specially 
designed for Water Cooler installation. Replace it right 


. more than 20,000,000 controls now in use 


In the used appliance ‘warehouse store” operated by Ford Radio & Appliance Co. <f 
Dallas, A. C. McGown (right), manager of the appliance department, shows a used 


refrigerator to a prospect. 


couple of blocks away on the same street. 


McGown's base of operations is in Ford's main store, 2 


The separate store for used refrigerato ; 


permits larger and better displays in the new store of new merchandise, and creates 
a better atmosphere for the sale of new merchandise. 


Service shop and reconditioning department of the Ford Radio & Appliance Co. is 


located in the rear of the used appliance store. 
used merchandise in the best possible condition. 


Complete facilities are on hand to put 
Ford's realizes that new refrigerator 


sales particularly will involve more and more trade-ins, and believes that the separated 
set-up for re-selling solves some of the problems of their getting in the way of new sales. 


just brings him face to face with 
another one. 

For instance, Creech has been con- 
stantly on the look-out for capable 
salesmen and servicemen, but claims 
that he has not been able to find 
any. For salesmen, he says that he is 
willing to start them out on a 10% 
commission. When they have proved 
that they can earn from $75 to $100 
per week, he would up the commis- 
sion to 12%%. With further im- 
provement in their performance, the 
commission would be raised to 15%. 


But, he says, he has found no 
takers. A straight commission basis 
does not seem to be popular to pros- 
pective salesmen. 

Financing time sales is another 
stickler for the small dealer, Creech 
has found. He handles his time paper 
through a local bank. The bank de- 
mands terms of 25% down and 8% 
interest on the balance. 


This, Creech says, puts him out of 
the running when local department 
stores offer the same merchandise 
as he sells with no down payment, 
longer terms, and no carrying charge. 
These stores handle their own paper. 


A third obstacle that presents a 
tough problem currently is manufac- 
turer advertising of new 1950 models 
that the dealer doesn’t expect to see 


for several weeks yet. 

“Why can’t manufacturer’s time 
their consumer advertising so that 
new models are offered to the public 


“only a few weeks before the models 


are to be displayed in dealer show- 
rooms?” he asked. 


“One manufacturer started telling 
the public to ‘wait! Don’t buy until 
you have seen the new 1950 models’ 
last October. In January, the dealers 
here had still to see the first of the 
1950 models of that brand of appli- 
ance. 

“Thus for three months or more, 
consumers have been’ withholding 
their purchases to see the new models 
and the dealers are left with a show- 
room full of last year’s models to 
sell. 

“There is no reason why the public 
should be so fashion conscious about 
their appliances, but they are. 

“T can set two identical refrigera- 
tors side by side and explain to the 
prospect that the features in both 
units are exactly the same. I could 
tell him that the only difference be- 
tween the two was that one is 4 
1950 model and the other is a 1949 
model. I could put a higher price on 
the 1950 model and he would take 
that one every time. 


“Why? Can you tell me why?” 


REFRIGERATOR BARGAINS! 


NEW | GENERAL ELECTRIC COMMERCIAL REFRIGERATORS 


margin. 


V4 to 13 OFF! 


We can now offer you a limited quantity only of G-E 
commercial refrigerators at 1/4 to '/3 off former dealer costs. 
These self-contained models are brand-new... 
in original crates... 

You can sell these attractive, top-quality units ©! 9 


sensationally low price—yet still maintain a high ;°° 
Restaurants, taverns, schools, hotels, institu! ns, 


complete ..- 
backed by full 1-year G-E warrar ‘ies! 


churches—all go for these outstanding values. 


wenn cna 


Terms: 10% deposit, balance sight 
draft. 


No. 
Avail- 
able 


Take a look at these amazing values. 
Write, wire or phone today! 


430 HURON ROAD -+ 


We guarantee all equipment to be exactly as © pre 
sented in G-E literature—or no sale. 
with a complete set of sales-aiding mats and fol ier’. 


Each unit sup-lied 
Then act fast. 


Sp cial 
Former _ Price “OB 


Model Dealer Cost St. 2uis 


} 15 HCI16M—15.6 cu. ft. Ike Maker. .$427.80 $37 3.00 
12 HC125M—22.6 cu. ft. Ice Maker. . 
9 HC125S—22.1 cu. ft. Blower Coil. 


340,50 
302.00 


482.40 
465.60 


RAMSEY-BENNETT C 


TEL. TOwer 1-60 
CLEVELAND 15, OHIO 4 
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LEFT ABOVE: A. front 
view of Yorkaire Model 
552 which contains the 
new “Atmostat.” ABOVE 
RIGHT: View of the same 
model with panels re- 
moved. RIGHT: One of the 
new high-speed refrigera- 
tion compressors for am- 
monia application. Other 
York products were pic- 
tured and described in the 
Jan. 30 issue of the News. 


Bo tk 


New Compressors Offer 
‘Much-Improved Economy 


4 


YORK Pa.—A new line of high- 
speed refrigeration compressors for 
ammonia application has been de- 
veloped by York Corp. for the 1950 
market to handle from 15 to 275 hp. 
equivalent of refrigeration with a 
“much-improved economy,” according 
to John R. Hertzler, vice president 


SO 


Additional York Products 


Serving THE REFRIGERATION 
INDUSTRY Since 1919 


Specify Acme 
For Top Performance 


FREON SHELL AND TUBE CONDENSERS 
DRY-EX WATER CHILLERS 
HI-PEAK WATER COOLERS 

FREON SHELL AND COIL CONDENSERS 

HEAT EXCHANGERS OIL SEPARATORS 

INDUCED DRAFT COOLING TOWERS* 

EVAPORATIVE CONDENSERS 
LIQUID RECEIVERS 
BLO-COLD INDUSTRIAL UNIT COOLERS 

PIPE AND FIN COILS 
AMMONIA CONDENSERS 


*4 mew Acme product with out- 


standing features. Write for 
Catalog No. 40 


AGME INDUSTRIES Inc. 


MKSON + MICHIGAN 


Welte tor tree 
cotalog on any of 
the above items 


Representatives 
in principal cities 


and general sales manager. 

“Termed V/W _ compressors _be- 
cause of the arrangement of the 
cylinders, the new line results in a 
greater freedom from vibration simi- 
lar to the finest of airplane engine 
designs,” Hertzler said. 

“The compressors have almost 
indefinite life, because cylinder liners 
and all other parts subjected to wear 
can be readily removed for replace- 
ment with a minimum of effort at 
very low cost. Most of the parts on 
the various size compressors are 


| interchangeable, thus eliminating the 


necessity of keeping a large assort- 
ment of spare parts in inventory, 


| where a number of compressors have 
been installed. 


“Upper floor mounting without spe- 


| cial foundations is made possible by 


complete static and dynamic balance 
of the compressors. 

“Because of the compact design, 
less floor space and head room is 
required. Quiet performance is made 
possible by precision-built ring plate 
type suction and discharge valves, 
spacious gas ports and gas passages. 
Starting power requirements are re- 
duced by automatic unloading of 


| cylinders with ‘easy start’ control. 


“Efficient operation at all loads is 
achieved by capacity reducers that 
save power costs under varying load 


| conditions. Then too, increased valve 
| life is obtained by anchoring valves 


to prevent wear by rotation. 
“The ammonia V/W compressors 


| are available for use with remote 
| condensing equipment (either water 
| cooled or evaporator cooled condens- 


ers) to meet every refrigeration need 
in the range of 15 to 275 hp. inclu- 
sive. They are designed with 4, 6, 8, 
12, and 16 cylinders, and for direct 


' eonnection to motor.” 


Also plates for b 


NEED COLD PLATES? Call DEAN!!! 


ice cream cabinets, locker plants, soda fountains, farm milk coolers, 
rd freeze cabinets, low temperature test rooms, window displays, liquid 
delot-type coolers. Custom built 


coolers. 


angles, tanks, etc. 
other metals. 


plates available on special order such as cylinders, U's, 
Plates available in stainless steel and 


SEND FOR TECHNICAL DATA BOOK 


(LDIEANIY movucrs, we 


1042 DEAN ST., BROOKLYN, N. Y 


Presentation Should Offer 
One Appliance at a Time 


“One at a time.” 

That’s the way new appliance lines 
should be presented to dealers, and 
the way they should be promoted to 
the public, believes Gay White of 
Texas Distributors, Norge distribu- 
tor. 

By “one at a time,” White means 
one type of appliance (refrigerator, 
range, or washer). 

“In presenting new products to a 
dealer, I think it’s confusing to the 
dealer to throw all appliances at him 
in one session. He’s just getting his 
enthusiasm all steamed up for the 


new refrigerator, say, and _ then 
‘boom’ the meeting jumps right into 
ranges. 


“The same holds true on retail 
promotions. When we've stuck to one 
type of appliance, and concentrated 
on it, we get results. When we try 
to split it over a couple, none of 
them benefit very much.” 

Thus, Texas Distributors pretty 
much prepares its own special pro- 
motion campaigns, with special ad- 
vertising and promotion helps geared 
to the best selling seasons on the 
various appliances. 

The firm has also established new 
warehouse facilities at Lubbock, Tex., 
to better serve its dealers who may 
be located close to Lubbock. 

“We think it is important for 
dealers—especially small town deal- 
ers, to be able to deliver quickly,” 
says White. “It should be particu- 
larly helpful on freezers, for a couple 
of reasons. One is that the dealer is 
not likely to stock much of a line 
of freezers. The other is that when 
a prospect decides to buy a freezer 
he is usually all fired up about it 
and wants it right away. If the 
dealer can’t deliver it in a reason- 
ably fast time, the prospect may cool 
off and a sale is lost.” 


Records Show Training 
Raises Salesman’s Volume 


Training of salesmen has proved 
itself as a producer of greater sales 
volume, says Jack Keys, sales man- 
ager for Kelvinator’s district office 
here. He says his records show that 
retail salesmen who have gone 
through Kelvinator’s VIS sales train- 
ing program sell one third more than 
those who haven’t already had the 
training. 

Consequently, Keys has launched 
a drive which he says is bringing 
85% of all the retail sales personnel 
in Kelvinator’s district into the VIS 
program. Vergal Bourland, the spec- 
tacularly successful dealer in Ft. 
Worth, is one of the most ardent 
advocates of sales training. Most of 
his salesmen, Keys says, go through 


More Notes on 
The Dallas Story 


the VIS program twice a year, and in 
addition, Bourland holds a sales train- 
ing meeting regularly every Thurs- 
day. 

Floor and group demonstrations 
are the type of promotion methods 
that pay off well, particularly in the 
smaller towns in the area, believe 
Keys and Jack Loveland, sales pro- 
motion manager. They are trying to 
get every dealer to have an operat- 
ing range, as well as refrigerator 
and freezer, on the salesroom floor. 
Group demonstrations are readily ar- 
ranged in areas where REA power 


.is supplied, it is pointed out. 


In the smaller cities movie trailers 
(long gone from big city movie 
palaces) are a very popular form 
of advertising among the appliance 
dealers. 


Direct-Mail Postcards 
Do Work of ‘Canvassers’ 


Simple direct-mail postcards adver- 
tising a special on some particular 
appliance have proved to be the best 
promotion material for the Park 
Cities Radio & Appliance Co., 4421 
Lovers Lane, in Dallas. 

According to the management, the 
firm uses two direct-mail lists. One 
is a file of old customers. The other 
includes the names of residents in 
various sections of the trading area 
that Park Cities serves. 

If the company wishes to regain 
contact with old customers, it mails 
out cards to them. When it wishes 
to promote trade in certain areas, it 
digs into the other file for the names 
it wants. 


Such selective advertising has 
proved to be much more helpful to 
the company than advertisements in 
the daily newspapers which cover the 
entire city, a company executive 
noted. 

As the company, a small firm lo- 
cated in a new, modern shopping 
center known as “the Miracle Mile,” 
employs no salesmen, the direct-mail 
pieces act as canvassers and bring 
interested prospects direct to the 
store, it was indicated. 

Additional goodwill is gained 
through the firm’s service depart- 
ment, which is capable of recondition- 
ing the appliances taken in on trade 
and servicing those the store sells. 
The department is operating at a 
profit, the store indicated. 


Electric Range Has Uphill 


Fight Against Cheap Gas 


The electric range is fighting an 
uphill battle in the Dallas area, but 
industry observers believe some ad- 
vances have been made in the last 
year. 


It’s an uphill battle not only be- 
cause of the cheapness of natural 
gas and the conditioning of the cus- 
tomers to using gas, but also be- 
cause the gas utility is going all out 
to try to keep gas cooking on top. 
Among the toughest competitive mea- 
sures thrown at the electric competi- 
tion is the fact that the gas utility 
is making it possible to buy gas 
ranges on a $5 down, 36-months-to- 
pay basis. 

But the electric utility last fall 
opened up with a 5-year promotion 
campaign designed to gain a steady 
acceptance of electric ranges. The 
influx of northerners to Dallas has 
helped to publicize and popularize 
electric cooking. Range wiring 
charges of around $35 is a barrier on 
electric ranges that is shared by 
Dallas dealers with their brethern 
in various other parts of the coun- 
try. 


See I 
your jobber, | Peo. Lightweiaht, 
ask fer an | any tool kit, too! 
extreme | No. 26 Torpedo Level: 

accuracy an ca 
EMPIRE | 
LEVEL | 
| 


plumb, and 45° 
Price $2.00. 


For the handiest fevel on the market, the No. 28 chrome 
aluminum Empire Clip Pocket Level—with 1° pitch markings. 
Clips to your pocket like a fountain pen. 


There's no extra weight to 
lug around with the EMPIRE TOR- 
(4 oz.) and compact. Fits any job, 


With pocket saving rounded corners, and 
a grooved bottom for pipe work. 


Aluminum Alloy, with grooved 
vials: 1°, 42° markings for 


Price $1.20. 


EMPIRE LEVEL MFG. CO. 


729 POTTER ROAD > 


MILWAUKEE 13, WIS. 


® 


VELVET-SMOOTH COMPRESSOR STARTER 


- No Jolts to Belts or Machines —No Heavy Current Inrush 


When you have a big compressor installation 
. » » or any job involving the starting of a 


heavy flywheel load .. . 


specify an Allen- 


Bradley Bulletin 640 (Manual) or Bulletin 740 
(Automatic) compression resistance starter. 
These starters will accelerate the motor from 
standstill to full speed with velvet smoothness. 
They are easy on belts, chains, and gears, 
because machines are started without a jerk. 
Send for Bulletins 640-740. Allen-Bradley 
Co., 1313 S. First St., Milwaukee 4, Wis. 


ALLEN-BRA)DLEY 


ote 


MOTOR/CONTROL 
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AIR CONDITIONING & REFRIGERATION NEWS, 


FEBRUARY 13, 1950 


PATENTS 


Week of September 27 
(Continued) 


2,483,264. REFRIGERATOR CABINET 
HAVING ICE-CREAM CAN SUPPORT 
MEANS. Harry W. Custer, Centerline, 
Mich. Application Oct. 13, 1944, Serial No. 
558,510. 1 Claim. (Cl. 62—89.) 


In combination with a _ refrigerating 
cabinet having an angular well inclined 
downwardly toward its inner end and 
having an inner end wall, top wall, bottom 
wall and side walls, a removable rack 
having rounded contacting surfaces en- 
gaging the bottom and end walls of the 
well, the rack having side rails for slid- 
ably supporting a tubular receptacle away 
from the bottom wall to facilitate the 
insertion of and removal of the recep- 
tacle into and out of the well, the side 
rails having rounded receptacle engag- 
ing surfaces, the rack having abutment 
elements at the inner end for engaging 
the inner end of a receptacle to support 
the inner end of the receptacle in spaced 
relation from the end wall of the well, 
and the abutment’ elements having 
rounded abutment areas for contact with 
the inner end of the receptacles. 


2,483,322. MOTOR OPERATED VALVE. 
Edward G. Miller and Ralph E. Engberg, 
Clayton, Mo., assignors to Alco Valve Co., 
Maplewood, Mo., a corporation of Missouri. 
Application Feb. 18, 1943, Serial No. 476,- 
278. 31 Claims. (Cl. 137—139.) 


1. In a mechanism of the kind de- 
scribed, a valve member mechanism for 
actuating the valve member to open and 
closed positions, said mechanism compris- 
ing power means selectively operable into 
two conditions, the first to move the 
valve in an opening direction and the 
second to move the valve in a closing di- 
rection, and a yieldable, resilient connect- 
ing means between the power means and 
the valve, said connecting means _ nor- 
mally maintaining the power means and 
the valve in predetermined relationship, 
but yieldable to permit relative move- 
ment between them, a first control means 
adapted to control which condition of 
operability the power means shall have, 
said first control including a device dis- 
placeable from a first position in which 
it selects the first condition of the 
power means to a_ second position in 
which it selects the second condition of 
the same, means moved upon movement 
of the valve to establish the first posi- 
tion of the displaceable device when the 
valve is closed, and to shift the displace- 
able device to second position when the 
valve opens, and yieldable detent means 
in addition to the connecting means 
adapted to effect movement of the valve 
into either of its positions with a snap- 
action, and yieldable to maintain the 
valve in either of its two positions. 

12. In a mechanism of the kind de- 
scribed, a rotary shaft, an element rotated 
thereby, a star wheel adapted to be 
rotated a limited distance upon each ro- 
tation of the element, means yieldably to 
hold the star wheel in any of its posi- 
tions, a pin on the star wheel, an in- 
dicator disc rotatably mounted concen- 
trically with the star wheel, a slot in the 
indicator disc into which the pin en- 
gages, said slot having an arcuate length 
so that the pin is free to move in said 
slot without displacing said disc for a 
predetermined number of revolutions of 
the motor shaft, but so that the pin 


will displace the indicator disc upon ad- 
ditional revolutions of the motor shaft 
beyond such number, and means for 
yieldably maintaining the indicator disc 
in any of its positions. 

14. In a mechanism of the kind de- 
scribed, an electrical motive means adapt- 
ed to be operated in forward and re- 
verse directions, actuated means adapted 
for forward and reverse movement into 
opposite positions by the motive means, 
and means connecting the motive means 
and the actuated means for operation of 
the latter by the former, said connecting 
means including means permitting relative 
movement between the motive means and 
the actuated means, yieldable detent 
means adapted to apply a quick-acting 
force to the actuated means to cause the 
same to snap into one position and to be 
yieldably retained therein, limit switch 
means to reverse the electrical connec- 
tions of the motive means, said limit 
switch means being of the snap-action 
type, and means to cause the limit 
switch means to operate only after the 
motive means has moved sufficiently to 
overcome the effect of the detent means. 
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DESIGNS 
155,351. DESIGN FOR A THERMOSTAT 


CASING OR THE LIKE. Emery C. Lee,-: 


Elgin, Tll., assignor to Missouri Automa- 
tic Control Corp., St. Louis, Mo., a cor- 
poration of Missouri. Application March 
29, 1947, Serial No. 138,029. Term of patent 
7 years. (Cl. D52—7.) 


The ornamental design for a thermo- 
stat casing or the like, substantially as 
shown and described. 


155,355. DESIGN FOR A CRISPER 
PAN FOR A REFRIGERATOR CABINET. 
Oscar E. Norberg, Cincinnati, Ohio. Appli- 
cation Nov. 16, 1948, Serial No. 149,646. 
Term of patent 14 years. (Cl. D44—1.) 


Li 


The ornamental design for a crisper 
pan for a refrigerator cabinet, as shown. 


155,373. DESIGN FOR A REFRIGERA- 
TOR BOX OR SIMILAR ARTICLE. Her- 
man Zaikaner, New York, N. Y. Applica- 
tion June 10, 1948, Serial No. 146,868. 
Term of patent 14 years. (Cl. D44—1.) 


The ornamental design for a _ refrig- 
erator box or similar article, substan- 
tially as shown. 


Whatever You Need... 
Whenever You Need It... 


It’s TRACO 


For Refrigeration Parts! 


National Brand Name Items 
At Fantastically Low Prices! 


Double Your Money Back If 
Every Item Is Not Brand New. 


Send for latest folders— 
Packed with amazing bargains! 


TRACO Udushial Corporation 


455 WEST 19th ST., NEW YORK 11, N. Y. 


WE WILL PURCHASE SURPLUS REFRIGERATION 
INVENTORIES 


ANY AMOUNT! 


WRITE! 


PHONE! 


Week of October 4 


2,483,439. REFRIGERATING APPARA- 
Dayton, 
Ohio, assignor to General Motors Corp. 


TUS. Sylvester M. Schweller, 
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1. A refrigerating apparatus comprising 
in combination, a horizontally elongated 
cabinet having a plurality of walls form- 
ing an insulated food storage compart- 
ment and a machine compartment at one 
side of said food compartment in sub- 
stantially the same horizontal plane there- 
with, a refrigerating system associated 
with said cabinet including an evapora- 
tor for cooling said food compartment, 
a refrigerant translating unit within said 
machine compartment, a condenser, and 
conduit means connecting said evaporator, 
said unit and said condenser in closed 
circuit relation, means forming an air flue 
beneath said food compartment and com- 
municating at one end thereof with the 
lower portion of said machine compart- 
ment, said condenser being disposed 
within said flue, said flue having an air 
inlet opening at the base portion of said 
cabinet, said machine compartment hav- 
ing an air outlet opening in an upper wall 
portion thereof, and the exterior bottom 
wall of said food storage compartment 
forming the upper wall portion of said 
flue and being inclined upwardly in a 


direction from said flue inlet opening to- 
ward a point of communication of the 
flue with said machine compartment for 
circulating air into and out of openings 
.through flue and over condenser. 


2,483,509. AIR CONDITIONING APPA.- 
RATUS. Arthur A. Soderman, Los Angeles. 
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2. An air conditioning apparatus, com- 
prising: a casing having an air inlet and 
an air outlet; a blower between said in- 
let and said outlet for creating air flow 
from the inlet to the outlet; baffles in 
said casing constructed and arranged to 
divide the air flow into a plurality of 
streams and to cause each stream to de- 
fine horizontally tortuous paths; a trough 
for water in said casing beneath said 
baffles; and a roller in said trough rotat- 
able about a horizontal axis and partly 
submerged in the water so that when 
rotated in a direction toward said baffles 
it will project upwardly into the air 
flow entering said passages. 


2,483,540. EVAPORATIVE CONDENSER 
ARRANGEMENT. Charles F. Henney, 
Dayton, Ohio, 

4. In an air conditioning system, an 


evaporator, a compressor, a condenser, 
refrigerant conducting means connecting 
said evaporator, condenser and compres. 
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sor, means for controlling the flow of re. 
frigerant from said condenser to sig 
evaporator, a _ substantially rectangu) ir- 
shaped casing including a top, a boti>m 
and upright side walls enclosing said c¢ :n- 
denser, said casing having an air i let 
opening in one of its upright walls : nq 
an air outlet opening in another of its 
upright walls disposed substantially at 
right angles to said one wall, means ‘or 
circulating air into and out of said ¢ is- 
ing through said openings, the lower ; >r- 
tion of said casing forming a sump c n- 
taining a body of water, means for pw :p- 
ing water from said sump and for spr \y- 
ing the water downwardly over s iid 
condenser, said casing inlet and ou let 
openings being so arranged with res) ect 
to one another that air circulating thro: gh 
said casing flows upwardly over said ¢ )n- 
denser from gaid inlet opening to be 
washed by spray water leaving the  ¢ in- 
denser and is impinged against said 1s. 
ing top wall to remove excessive  -n- 
trained moisture thereon thence horiz )n- 
tally toward said outlet opening, «nd 
means or directing the spray water .nd 
water removed from the air after its 
passage over said condenser. 


(To Be Continued) 
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RATES for “Positions Wanted” $5.00 
per insertion. Limit 50 words. 10¢ per 
word over 50. 


RATES for all other classifications $7.50 
per insertion. Limit 50 words. 15¢ per 
word over 50. 


ADVERTISEMENTS set in usual classi- 
fied style. Box addresses count as five 
words, other addresses by actual word 
count. Please send payment with order. 


POSITIONS WANTED 


CAREFULLY SELECTED group. of 
trained men, graduates of reliable and 
well established trade school now avail- 
able to fill positions in the radio or 
refrigeration field. Willing to travel any- 
where. Why not fill that vacancy with an 
efficient and reliable man? Write EAST- 
ERN TECHNICAL SCHOOL, 888 Purchase 
Street, New Bedford, Mass. 


CONTRACTORS AND dealers: Young 
engineer moving to Saybrook, Connecticut. 
Available approximately February 1. 
Qualified to lay out moderate size heating 
and cooling, direct service men, manage 
warehouse. Changing employment account 
necessity of moving for family reasons. 
Former employer will furnish references. 
CHESTER PHILLIPS, Box 286, Saybrook, 
Connecticut. 


INSTALLATION AND service man with 
11 years of refrigeration experience de- 
sires position with organization in the 
South, preferrably Florida. Experience 
includes domestic and commercial field 
from sales to installation and _ service. 
30 years old, married, three children, in 
excellent health. BOX 3407, Air Condi- 
tioning & Refrigeration News. 


AIR CONDITIONING and heating man. 
Experienced in application engineering, 
installation and service of heating and 
cooling equipment, sales-minded, wishes 
position with responsible dealer, distribu- 
tor, or manufacturer. Can handle all 
phases of this work including department 
supervision, sheet metal design and fabri- 
cation. Write BOX 3410, Air Conditioning 
& Refrigeration News. 


MANUFACTURER'S REPRESENTATIVE 
in Southwest U.S. territory, preferably in 
refrigeration parts and supplies to whole- 
salers, etc. I have had quite a few years 
experience in the refrigeration and air 
conditioning business. I promise you 
dependable, dignified and diligent repre- 
sentation. I am open for any good propo- 
sition. BOX 3411, Air Conditioning & 
Refrigeration News. 


MANUFACTURER OR jobber: Can you 
use an energetic man with an excellent 
20 year record of achievement in the 
installation and service field, household 
and commercial, from frozen foods locker 
to air conditioning, open and sealed units. 
Also expert on electric range operation 
and service. BOX 3413, Air Conditioning 
& Refrigeration News. 


POSITIONS AVAILABLE 


AIR CONDITIONING sales” engineer 
wanted for Washington, D. C. and sur- 
rounding territory to call on air condi- 
tioning and refrigeration contractors and 
jobbers, to represent several manufactur- 
ers of heavy equipment. This equipment 
is well received by contractors; compensa- 
tion is excellent. Write full experience. 
AMERICAN ENGINEERING COMPANY, 
1222 Bainbridge Street, Richmond, Vir- 
ginia. 


SALES ENGINEER. Experienced commer- 
cial refrigeration or air conditioning engi- 
neer. Good earnings on salary plus 
commission basis. Must be capable of 
selling refrigeration equipment; automatic 
ice makers; packaged and remote air 
conditioning. We are distributors for 
York in the Chicago district, and are 
recognized as the largest refrigeration 
service company in the Middle West. 
Write fully of your experience. MURPHY 
& MILLER, INC., 1326 S. Michigan Ave., 
Chicago 5, Ill. 


quainted with and can sell dealers, job- 
bers and distributors in their territories. 
Non-competitive lines can be handled 
simultaneously. Write stating experience 
and qualifications. EMIL STEINHORST 
& SONS, INC., Utica, New York. 


EXCELLENT OPPORTUNITY for quali- 
fied refrigeration and air conditioning 
equipment sales engineer in eastern dis- 
trict comprising eastern half Penna., 
Virginia, southern Jersey, Maryland, 
Delaware and Washington, D. C. Position 
includes supervision of appointed dis- 
tributors and direct sale of larger ca- 
pacity refrigeration and Pakice equipment. 
Please forward complete information to 
THE VILTER MANUFACTURING COM- 
PANY, Milwaukee 7, Wisconsin. 


WANTED: REFRIGERATION engineer, 
between 30 and 40 years old. Experienced 
in designing, testing and manufacturing 
low temperature equipment. Old estab- 
lished New York state manufacturer. 
Please give full details in first letter. 
BOX 3396, Air Conditioning & Refrigera- 
tion News. 


AIR CONDITIONING §sales_ engineer. 
northern New Jersey territory. Must be 
able to plan and follow to completion 
3-50 ton installations. Salary and bonus 
commensurate with ability and _ results. 
No soliciting. Please give age, education, 
experience and salary expected. BOX 
oo Air Conditioning -& Refrigeration 
ews. E 


DESIGN-DEVELOPMENT engineer. Con- 
trols manufacturer in Middle West has 
immediate opening for engineer. Three 
years experience in refrigeration engineer- 
ing and/or three years design development 
experience on electrical or mechanical 
control devices required. An opportunity 
for man with ambition and _ initiative. 
Please give age, education, experience and 
salary expected in first letter. All replies 
confidential. BOX 3404, Air Conditioning 
& Refrigeration News. 


AGGRESSIVE SALES-WISE manufactur- 
er’s representatives wanted by one of 
oldest nationally known manufacturers of 
commercial refrigerated fixtures. Factory 
located in Pennsylvania. Following terri- 
tories open: Ga., Ala., Miss., Tex., Okla., 
La., Wisc., Iowa, and Minn. Give quali- 
fications, references and other lines han- 
dled. BOX 3409, Air Conditioning & 
Refrigeration News. 


SALES ENGINEER: 30 to 45. Large 
manufacturer of commercial refrigeration 
and packaged air conditioning equipment. 
Permanent position, salary, expenses and 
commission. Must be willing to travel, 
dealer contact. Similar experience desired. 
State age, education, past connections, 
in first letter. BOX 3412, Air Conditioning 
& Refrigeration News. 


REFRIGERATION ENGINEER, by New 
York exporter, to take full charge long 
established foreign sales commercial re- 
frigeration division. Foreign languages, 
export experience desirable but not essen- 
tial. State age, full qualifications. Salary 
commensurate with ability and experience. 
BOX 3414, Air Conditioning & Refrigera- 
tion News. 


EQUIPMENT FOR SALE 


WHOLESALE SEALED unit rebuilding. 
We will rebuild and convert your unit to 
“‘Freon-12.'" One year guarantee. Write 
for price list and shipping instructions. 
ADVANCE REFRIGERATION COMPANY, 
829 East McNichols Road, Detroit 3, 
Michigan. 


RECORDING THERMOMETERS. Electric 
7 day remote -30° to plus 70°. Brand new. 
$69.00 each. BIMEL CO., Cincinnati, Ohio. 


FOR SALE: Two copper water cooling 
coils, 6 row by 20 tubes high, dimensions 
13” x 32” x 90”, weight 1010 Ibs. each. 
10 ton cooling capacity each. Used two 
months, guaranteed like new, perfect for 
theater air conditioning. Regular list 
$1388.00 each; sacrifice one for $350.00, 
both for $600.00. BOWMAN ELECTRIC, 
Bowman, North Dakota. 


COMMISSION SALESMEN and manufac- 
turer’s representatives wanted to handle 
well-known line of freezers and milk 
coolers. Several territories are now open 
for aggressive salesmen who are ac- 


OFFER WANTED for the following: 500 
Aerovox condensers 145-162 mfd diameter 
1%” x 3%” long; 100 Ranco controls type 
B2502 ice cream; 150 Crosley capillary 
SO:; 200 General replacement capillary 
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CLASSIFIED ADVERTISING 


marked methyl, “Freon,’’ sulphur; 500 
lengths copper restrictor tube .031 x .093 


x 90 in. FRANK FOLEY, 564 Walton 
Ave., New York. 

WALK-IN FREEZER (com’l). Manufac- 
tured by C. V, Hill, cork insulated, 


measuring 24 ft. x 14 ft. x 8 ft. high with 
ante-room. Equipped with Kramer Ther- 
mobank blowers, complete with compres- 
sors. Designed to maintain 10° below 
zero temperature. In perfect condition. 
Can be seen at GENERAL REFRIGER- 
ATORS CORPORATION, 678 Broadway, 
New York 12, New York. GRamercy 3-1222, 


400 AS-IS refrigerators, many of them in 
operating condition. Norge, Kelvinator, 
Frigidaire, Leonard, Coldspot, Crosley and 
Stewart Warner. $10.00 & $15.00@ in lots 
of ten or over. Also rebuilt & refinished 
refrigerators to look like new, $40.00 & 
$50.00@. HANTOBER & CO., INC., 200 
E. Church Lane, Philadelphia, Penna. 


5 TO 7% HP “F-12’’ compressor bodies, 
government surplus, perfect condition 
$150.00 ea. 5 or 7% HP Wagner motors, 
3 phase, 220 volt $95.00 ea. Bases $15.00 
ea. Write INTERSTATE, 51 Chambers 
St., New York City, N. Y. 


22.5 CU. FT. nationally advertised brand 
reach-in refrigerators, complete with unit; 
closeout; limited quantity available; fully 
covered by factory warranty; 2 door 
blower type; special price of $295 f.o.b. 
NYC. Write, wire or telephone MANN 
REFRIGERATION SUPPLY CO., 15 Astor 
Pl., New York, N. Y. GRamercy 3-8000. 


BUSINESS OPPORTUNITIES 


REFRIGERATOR SERVICEMEN — Can 
you sell appliances backed by a complete, 
insured, five-year service guarantee? 
That's the new Triangle Company guar- 
antee on home and farm appliances. We 
replace defective parts . . . we pay half 
the local service labor cost, and Triangle 
service-dealers get the profit on both the 
sales and service! If qualified, you can 
have a 3-year Triangle service-dealer fran- 
chise, to sell any major appliance you or 
your group can service. Write for details: 
TRIANGLE DISTRIBUTING COMPANY, 
82 West Washington Street, Chicago 2, 
Illinois. 


FOR SALE: One of the largest and oldest 
independent refrigeration service busi- 
nesses in Florida. Had a gross of twenty- 
one thousand last year. Two new trucks, 
medium inventory, and manufacturer's 
service contract. Year around business. 
Disposal due to health of partner. BOX 
3415, Air Conditioning & Refrigeration 
News. 


SCHOOLS 


DETROIT AIR Conditioning Institute is 
accepting applications for enrollment in 
spring term classes starting March 14. 
Fully GI approved courses in air condi- 
tioning, refrigeration, heating, ventilating, 
sheet metal layout, heat pump engincer- 
ing. Write for free information. DETROIT 
AIR CONDITIONING INSTITUTE, Dept. 
D, 4258 Woodward, Detroit, Michigan 


MISCELLANEOUS 


WE ARE the only authorized ser ice 
station for Penn refrigeration controls in 
the East. Our modern equipment for 
testing and repair assures prompt ind 
expert service. We specialize in reb: 'ld- 
ing thermostatic expansion valves, }e5- 
sure switches, and water valves. Write 
for price schedule. B & D ELECTRIC 
CO., 401 East 145 St., Bronx 55, N.Y. 
CY. 2-8914. 


FRIGIDAIRE SEALED units, 1933 to 937, 
remanufactured. Our exclusive me ‘10d 
enables these machines to operate 1 ore 
efficiently than when new. Also rebv!ld- 
ing on all other sealed units. Write for 
price list. BRIGHT’S REFRIGERAT!)N. 
INC., 14410 E. Jefferson, Detroit 15 
Michigan. 


— 


NORGE SEALED units remanufactired 
and exchanged. Immediate delivery {ro™ 
stock, 1 year guarantee. Write for prices 
and shipping instructions. Complete Norg® 
engineering service. 22 years experience 
MODERN REFRIGERATION CO., INC» 
12541 E. McNichols Road, Detroit 5 
Michigan. 


| 


Ab 
servic 
ment: 
his 
and i 
tempt 
him t 


Wri 
gettin 
tory 
had h 
him b 
receiv 
down 
the st 
a pin 
and s 


No. I 
Handle Ac 


_ 


No. 816—T; 
Wire Bri 


ys “ io eS z A 2 os ‘ ‘ =: a pes ‘ ; of > % 2 | 
= | ee , 
a Pe 
0 OS 
is “cH 1? SEEM Doe 
is [a ee ee “Fay “tal a 
— 64 SS Ee-4 i ad 
69 si Fh ww 
: || 
7 . EB &k on, — 
= oS: cf 
as ee Ce ‘B : 
we VW" 
ey en 
ee PT sor 
. thee 
ten. 
ron it te 
oe en J - 
i oy ie Bs? an a 
“ae that 
" pe " 
a aes ee om the p 
sae i” frat ful w! 
Ss eget the | 
ay 2 “ The 
ie - | — aa but e: 
a Jo tion 1 
: Z — SS | ' 
= ee | ee 
eS MM” Ge | = - | 
= | oe - 
 &F ———— | 
— ——z : 
3 | 5 
4 ty / L 5 ‘ 
| - a | os 
bag | . 
aie, = 
- a | ze ‘ 
a | | 
ae, | +; | —_ 
4 | | —_ 
_ E | 
“4 _ | | 
S| “- 
" r = _ 
RS ——— | . 
£ ee a 
; | a — a FF | 
| — - : . s 
> 7 | | 
ee 
| Tr S| a 
| ee 
= | —_ 
‘ . | = -_—— — 
4 sc 
we . 
™ . 
| wa, if 
come 
_ — Addn y 
| = City 
“4 \ ¢ 
, , oe | | - “)- ts ' ot 2 ccs ; a ~ : eS A pases wena ea | - ! ms e $3 r x " 2g as . € : E 


AIR CONDITIONING & REFRIGERATION NEWS, FEBRUARY 13, 1950 


and 


L 
Cuse of the 
‘Kad Methyl’ (3) 


\’hen Wright, the serviceman, had 
the fire flash when he took the dis- 
charge service valve off the compres- 
sor head, he knew immediately that 
there must be aluminum in the sys- 
ten. Somewhere. 

I. did not take him long to trace 
it to the two-temperature valve, 
anc he found that its housing was 
an aluminum casting. So he knew 
that he must get that valve out of 
the system. 

About that time the distributor’s 
service Manager who was with him, 
mentioned that he had sent one of 
his men out to another of these case 
and ice cube freezer jobs with a two- 
temperature valve, so Wright told 
him that he had better call that cus- 
tomer, get the refrigeration man to 
the phone and warn him to be care- 
ful when and if he opened the system, 
or better still, to leave it alone until 
the service manager and Wright 
could get over there. 

The customer answered the phone, 
but excitedly told that the refrigera- 
tion man had “had an explosion and 
fire shot out at him.” 


HOW TO REMOVE THE 
METHYL CHLORIDE 


Wright decided that this was 
getting serious, so he called the fac- 
tory on the phone and reported what 
had happened. Later his boss called 
him back and told him to close the 
receiver service valve, pump the job 
down to about zero gauge, and close 
the suction service valve; then with 
a pinch-off tool to close the liquid 
and suction lines near the machine 


VEItd LOU 
SCHAEFER BRUSHES 
out last 


5 to / © Economy wise brush users 

: Insist on Schaefer’ Job Tested” brushes, 
for their unusual long wearing qualities. tvery 
brush is backed with over forty e 
years of brush manufacturing know-how, pl 

-@ guarantee against faulty workmanship 

“Inferior materials. 
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Cleaning Brush 


YOUR CLEANING 
ROBLEMS TO SCHAEFER 
ou have an unusual cleaning 
blem pass it along to 
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mpt solution. ms a 
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pHa FER BRUSH MFG. CO. 

7W Walker St., Milwaukee 4, Wis. 
Please send more information about your 
*tvice for solving special cleaning problems. 
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EFER BRUSH MFG. CO. 
117 W. Walker St. Milwaukee 4. Wis. 
ays Buy Schaefer — It's Safer.'' 


© worked on, 


Refrigeration Problems 


their Solution 


by Paul Reed 


For Service and Installation Engineers 


and cut these lines between the 
valves and the pinch-offs. In this 
way, he could remove the machine 
and most of the refrigerant. 


With the machine out of the build- 
ing, he could remove the methyl 
in liquid form. The factory recom- 
mended that when the pressure was 
down to atmospheric (zero gauge) 
that he pour the compressor, con- 
denser, and receiver full of water; 
also do the same to the two evapora- 
tors, float valve chambers, and lines. 
Then they could be blown out with 


‘COs and disassembled safely. 


MOST DANGER IN GAS 
UNDER PRESSURE 


In fact, with no pressure on them, 
it is likely that there would have 
been no danger in disassembling the 
lines and evaporators without filling 
them with water. 

The greatest danger of fire flashing 
out is when the part of the system 
containing gas under pressure is 
opened—especially the condenser. 

He examined the two-temperature 
valve with the aluminum housing 
that had caused all the trouble, and 
found the inside of the aluminum 
housing badly eaten away. But this 
little handful of aluminum caused 
the reactions that caused all the 
flammable gas and the crankcaseful 
of sludge—not once, but twice, for 
this same installation had been run 
with one charge of methyl when first 
installed, and again with another 
charge when reinstalled. 

It was never, quite explained why 
no one had fire flash at them until 
it happened to Wright, although 
there were seven or eight of these 
installations in New Orleans all 
charged with ,methyl chloride, of 
course, that had the aluminum two- 
temperature valve. They had been 
compressors removed, 
float heads changed, etc., and no 
report of fire flashing from them. 

As a rule, the factory recom- 
mended two-temperature valves con- 
sisting of an electric solenoid valve 
controlled by a thermostat, but for 
these few jobs, Wright was able to 
get, through the factory, some pres- 
sure-actuated two-temperature valves 
with brass housings, equipped with 
special springs to give the wide pres- 
sure differential necessary for these 
installations. 


STEAMED OUT, REWORKED, 
AND BAKED 


All of the equipment, condensing 
units, both evaporator coils, the two- 
temperature valves, and even the 
suction and liquid lines, were re- 
moved and brought into the shop. 
They happened to have a small steam 
boiler so they blew out all of the 
equipment with live steam. 

They reworked the compressors 
and float valves and baked out every- 
thing in their oven. Then the equip- 
ment was re-installed, using all new 
tubing and new liquid line dehy- 
drators. 

Wright stayed in New Orleans for 


ROME-CONDENSER 
* Jointless Type * 


Rome Water Cooled Condenser 
Coils insure trouble-free condens- 
ing equipment. Used by leading 
compressor manufacturers. 


ROME-TURNEY 


RADIATOR COMPANY 
222 CANAL ST. 
ROME, N. Y. 


Paul Reed 


a couple of weeks until all of those 
case and ice cube freezer jobs for- 
merly with the aluminum two-tem- 
perature valve, were all re-installed 
and working satisfactorily. 

There have been other cases of 
similar nature show up since then. 
Several have involved using alu- 
minum tubing or evaporators with 
aluminum tubes. These are often 
used with ammonia. 

If the service engineer recognizes 
the symptoms described above he 
should be careful and follow about 
the same steps that Wright used. 


NEVER USE METHYL CHLORIDE 
WITH ALUMINUM, ZINC, OR 
MAGNESIUM 


Never put methyl chloride in a 
system containing aluminum, zinc, or 
magnesium. If you find one that 
someone else has so charged, you 
can take care of it, but treat it 
carefully; it can be dangerous. 

So it was not “bad methyl,” it 
was methyl in contact with aluminum 
that caused the trouble. 


Wall Chart Gives Data on 
Low Temp Welding Alloys 


NEW YORK CITY—A new two- 
color giant wall chart containing 
valuable welding information may be 
had free by writing to Eutectic 
Welding Alloys Corp., 40 Worth St., 
New York 13, N. Y. 

This illustrated chart, measuring 
nearly 2 ft. by 3 ft., lists over 100 
EutecRods and EutecTrodes with 
their standard sizes, giving for each 
rod such technical data as: type 
of joint for which suitable, metal on 
which used, bonding temperature, 
tensile strength, Brinell hardness, 
degree of color match, electrical con- 
ductivity, resistance to corrosion, 
flame adjustment, etc. 

There is also a section on the 33 
most important Eutectic alloys, with 
a brief discussion of their properties. 
A useful feature is a check list of 
close to 300 production and mainten- 
ance applications, with the rod or 
rods recommended for each case. 

This chart affords the most com- 
prehensive picture of the full range 
of Eutectic low temperature welding 


alloys ever produced by the company. 


Booklet Explains How 
To Select Small Motors 


PITTSBURGH—A 4-page “Small 
Motor Selector” is available from the 
Westinghouse Electric Corp. 

The first page of the booklet is de- 
voted to explaining why there are 
different types of fractional horse- 
power motors, and the factors to be 
considered in selecting the right 
motor for the application. 

The center pages, which open to 
form a large chart, present in tabular 
form the various types of small 
motors, together with complete data 
concerning horsepower range, speed 
characteristics, torque, reversibility, 
bearings, mounting, and application. 

Typical speed-torque curves for 
various types of fractional horse- 
power motors are included, together 
with information on specialized stand- 
ard designs for specific applications, 
such as stokers, washing machines, 
hoists, etc. 

A copy of this booklet (B-3075-C) 
may be obtained by writing to West- 
inghouse Electric Corp., Box 2099, 
Pittsburgh 30, Pa. 


New Penn Compressor Control Designed To Keep 
Temporary Pressure Change from Causing Shutdown 


GOSHEN, Ind.—A new control, 
designed to provide positive, economi- 
cal protection against oil pressure 
failure on pressure lubricated refrig- 
eration compressors, has_ recently 
been placed on the market by Penn 
Electric Switch Co. here. 

Designated as type 275, the new 
control is relatively simple in opera- 
tion. Actuated by the difference in 
pressure between the lubricating oil 
and the suction pressure of the com- 
pressor, the control incorporates two 
bellows-type power elements, one of 
which may be connected to the pres- 
sure line of the lubricating oil pump, 


while the other is connected to the . 


crankcase pressure of the refrigera- 
tion compressor. These two pressures 
oppose each other in the control and 
the force generated by the difference 
between the two pressures operates 
the switch mechanism. 

A trip-free time delay device with 
manual reset is wired as an integral 
part of the control. Completely com- 
pensated to assure uniform timing 
under all ambient temperatures, the 
time delay device permits the equip- 
ment to operate approximately 90 
seconds after starting, to establish 
a minimum pressure difference. 

If the required pressure difference 
is not established in 90 seconds, the 
control contacts open and the com- 
pressor will be stopped. Manual re- 
set is then required to restart the 
compressor. If oil pressure drops 
below a safe minimum during a 
running cycle, this time delay device 
permits the compressor to continue 
running for approximately 90 seconds 
before shutting down. 

If the oil pressure returns to nor- 
mal within this time delay period, 
the compressor will not shutdown. 
This feature is protection against 
shutdown due to temporary fluctua- 
tions in lubricating oil pressure. The 
pressure difference at which the con- 
trol contacts will operate is adjusta- 
ble from 0 to 60 p.s.i. 

A choice of factory adjusted tim- 
ing is available from 45 seconds 
minimum to 120 seconds maximum. 
Maximum allowable’ pressure on 
either pressure connection is 225 p.s.i. 

Control is designed for 50-60 cycles 

. dual voltage service (either 115 
volts a.c. or d.c.; or 208 to 230 volts 
a.c. or.d.c.) and can be had for use 
with either ammonia or non-corrosive 
refrigerants. 

Although its primary function is 
that of an oil protection control, 
Penn’s new device is also ideally 
suited for many other applications 
where it is desirable to control a pre- 
selected difference between two pres- 
sures. A typical application of this 
type is that of controlling the pres- 
sure drop through a filter. 

For applications other than that of 


an oil protection device, Penn’s new 


control is also available without the 
time-delay feature and with reverse 
contact action (contacts open on in- 
crease in difference between two 
pressures rather than on decrease). 
The control without time delay is 
listed as a type 274, and for maxi- 
mum application versatility, a time 
delay device is available separately. 
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FOR MAXIMUM 
EFFICIENCY 


USE 
CHICAGO SEALS AND 
VALVE PLATES 


Precision lapping, superior 
construction and simple 
installation make Chicago 
seals ideal for replacement. 


Only Chicago valve plates have replace- 
able seots. Replacements for over 340 
compressor models. 


CHICAGO SEAL CO. 


332 S. HOYNE AVE. CHICAGO 12, thE 
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PATENT PENDING 


NEW G&E CATALOG 


REFRIGERATION PARTS e ELECTRICAL SUPPLIES 


SEND FOR IT 
TODAY ON 
YOuR LETTER- 
HEAD 


G & E EQUIPMENT SUPPLY CO. 
OGDEN AT FULTON 
CHICAGO 7. ILL HA ymarket 1 0240 


is running or on off cycle. 


black exteriors. 


ANNOUNCING 


La Crosse, the leader, does it again! 
construction, skilled workmanship developed this new innovation in 
Draft Beer. Faucet refrigeration is continuous, either when compressor 
Available in 2 Keg Model (shown), 3 Keg 
Model or La Crosse Combination with either stainless steel or satin 


LA CROSSE COOLER Co. 


2809-17 Losey Bivd. So., La Crosse, Wisconsin 


_. THE NEW 


LA CROSSE 
ELECTRIC 
DIRECT * 


DRAW | 


Refrigerated faucets 
stop foaming wastes— 
protect beer’s qual- 
ity!! No matter how 
long the tap is unused 
—THE FIRST DROP 
OF BEER IS COLD. 


La Crosse experience, quality 


Export Representatives: Melvin Pine & Co., 80 Broad St., 
Cable Address: Eximport 


New York, N. Y. 
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Wanted: U.S. Cabinet Mfr. 
To Set Up Plant In Brazil 


UTICA, N. Y.—A leading Brazilian 
distributor of Brunner Mfg. Co.’s 
commercial refrigeration equipment 
is seeking to effect an arrangement 
with an American manufacturer of 
domestic refrigerator cabinets under 
which the latter would transfer his 
plant to Brazil and become a partner 
in the enterprise, Brunner has re- 
ported. 

The proposed arrangement would 
call for transfer of the complete plant, 
including stamping machinery, dies, 
enameling equipment, etc., it was 
pointed out. The hermetic units, eva- 
porators, automatic controls, and 
thermostatic valves would have to 
be imported. 

“We have enough land and our 
financing background is in very 
sound condition for the realization 
of such a plant,” the distributor told 
Brunner. Yearly output of the pro- 
posed factory was put at around 
5,000 units. 

Anyone desiring to consider the 
proposal is requested to communicate 
with Brunner Mfg. Co., in care of 
Utica 1, N. Y. 


Charles Earl Elected 
To Head Detroit RSES 


DETROIT—Charles E. Earl was 
elected president of the Greater 
Detroit chapter of the Refrigeration 
Service Engineers Society in the 
group’s recent annual election of 
officers. Other new officers include: 

W. J. Casey, first vice president; 
Alex Wilson, second vice president; 
Everett Snyder, secretary; Earl Jen- 
nings, assistant secretary; Michael 
Schwan, treasurer; Joseph Yurgin 
and John E. Bell, who are sergeants- 
at-arms. 

Headed by Jack Baragar, retiring 
president, the board of directors in- 
cludes in addition to the above 
officers Herman Blair, Ernest Per- 
tolla, Ed Squires, Noel Purtell, Irwin 
Barless, and Dale Sandeen. Wm. 
Clark is educational director. 


Air Conditioned Hosiery 
Plant Planned In South 


ROCKINGHAM, N. C.—-The newly 
organized Sandhust Mills, Inc., has 
announced plans for construction of 
an air conditioned plant for produc- 
ing full-fashioned hosiery. 

W. B. Cole, chairman of the board, 
said operation of the factory, to be 
located half a mile east of Rocking- 
ham, fronting U. S. Highway No. 1, 
is expected to begin in October. 
About 80 workers will ultimately be 
employed. 


‘Carry Back’ Meter Eliminates Collector 


ae 


Gene Coyne, right, general 
manager of General Fur- 
niture Co., Chicago, looks 
over the new “Carry-Back 
Bank” meter, which 
Howard H. Rosenheim, 
left, assistant sales man- 
ager of International Reg- 
ister Co., invented after 
watching a telephone col- 
‘lection man remove a 
“bank” from a toll booth. 


‘Bank-Meter’ Permits Customer To Carry 
Locked Coin Box To Dealer’s Store 


CHICAGO—International Register 
Co., has announced that production 
will start soon on a new type coin 
meter to be known as the Meter- 
Matic model M30 “Bank-Meter.” 

The new meter will eliminate the 
necessity for employing collectors to 
make the monthly collections at the 
customers’ homes, the company said. 

Model M-30, which operates on 
quarters, features the “Carry Back”’ 
bank—a built-in coil bank which the 
customer removes once a month and 
brings to the store to make her 
monthly payment. 

The coin bank is locked into the 


meter case. At the time of installa- | 


tion, the customer is given a key 
which permits her to remove the 


bank. However, while the customer 
can remove the bank from the meter, 
she cannot open the bank itself. She 
takes the coin bank to the store 
where it is opened by the dealer. | 

The dealer has a master key which | 
he inserts into the same keyhole. 
Turing the master key permits the 
top of the bank to be removed. The 


again, and returns it to the cus- 


tomer. 

When the bank is locked in the 
meter, coins are deposited in the 
normal fashion. The coins will auto- 
matically register on the pre-payment 
dial. However, the meter will not 
operate with the coin bank removed 
unless the meter is prepaid. 


After the pre-payments are used 
up, the meter will not allow current 
to pass to the controlled unit until 
the coin bank is again locked into 
position and at least one additional 
quarter is deposited. 


Coins deposited in the meter while 
the coin bank is not in position, will 
pass on through without operating 
the pre-payment dial. 

The pre-payment feature allows 
the customer to keep the appliance 
operating while she is bringing the 
bank into the store to make payment. 
From 1 to 23 quarters may be de- 
posited in advance. This enables cus- 
tomers leaving town for weekend 
visits to keep their appliance in op- 
eration while they are away. 

Model M30 Meter-Matic mechanism 
will be the same as that used in the 
model M12. The M30 case will be 
approximately 1% in. higher to ac- 
commodate the bank arrangement. 
Both models M30 and M12 will be 
available in a brown hammertone 


_ finish. Like model M12, the M30 will 


have a coin capacity of $40 (160 
quarters). Twenty-five different daily 
payment settings will be available— 
from 10 cents per day to $6.00 per 
day. 

Along with announcing the new 
model M30 meter, Internation] Re- 
gister Co., stated that prices on the 
model M12 were reduced. The new 
price schedule provides lower prices 
for quantity buyers. In larger quan- 
tities, the M12 sells for as low as 
$5.95. The M30 prices will also be 
based on quantities purchased, the 
lowest price being $6.95. 


Distributor Gets New Showroom 


HOUSTON, Tex.—A new show- 
room for commercial refrigeration 
and air conditioning was opened here 
recently by Cox & Blackburn, Fri- 
gidaire distributor in the Houston 
area. 

Available for public inspection at 
an open house held on the occasion 
were 1950 Frigidaire models. 


Detroit Firm Rents Freezers, 
Refrigerators WaterCoole;; 


DETROIT—Freezers for both do. 
mestic and industrial applications, re. 
frigerators, and water coolers are 
being offered on a rental basis by 
Kold Rentals Co., a new firm or. 
ganized here by Charles E. Earl, op. 
erator of a refrigeration service firm. 

Included in the rental plan, of 
course, is whatever’ service may 
be necessary on the equipment b: ing 
used. 


NLRB Orders Election Tc 
Settle UEW-IUE Row at CM 


WASHINGTON, D. C.—Scme 
27,500 employes of General Mot prs 
Corp.’s five electrical divisions, in- 
cluding Frigidaire, will decide sho: <ly 
whether they wish to be represer ‘ed 
by the United Electrical Workers or 
the CIO’s new International Ur ion 
of Electrical Workers, or neither 


The election was ordered by the 
National Labor Relations Board i. a 
unanimous decision. It was the 
board’s first election order involving 
the two unions, who are currently 
battling to represent 500,000 eleciri- 
cal employes. 

In addition to Frigidaire, the other 
GM divisions are the Delco Appliance 
Div., Rochester, N. Y.; the Delco 
Products Div., Dayton; the Delco- 
Remy Div., New Brunswick, N. J.; 
and the Packard Electrical Div, 
Warren, Ohio. 

At present, GM has a contract with 
the UE. It went into effect in May, 
1948, and is due to expire April 28. 


dealer counts the coins, gives the 
customer a receipt, locks the bank | 


Advertising is destructive when it makes 
exaggerated claims — indulges in _half- 
truths —or tries to cast discredit upon 


anyone. 


does likewise — when it employs price | 
cutting tactics and promises more than | 
can be profitably delivered. We are mak- | 
ing every effort to build our business on a 
constructive basis and our advertising and 
sales policies are shaped accordingly. 


Seventeen years ago this advertisement ap- | 
Today Universal Cooler 
in the same high principles and 
same ethical policy. 
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